These 5 colorful Samson Display Containers de- 
serve a place on your counter for this allgmportant 
reason — they will boost sales and a 
profits. They spotlight Samson quality,|suggest/uses 
— make it easy for customers to buy more solid 
braided cotton cord for hanging peg for 
clothes lines and for hundreds of otherLuses —also, 
the finest plastic clothes lines made. 





We make a solid braided cord for every purpose. in sizes 
from 1/16 inch to | inch diameter. Each brand is backed by 
64 years of square dealing with the trade 


Catalog and Samples on Request 


SAMSON CORDAGE WORKS 


BOSTON 10, MASS 


FOR EXTRA PROFITS DISPLAY ALL 5 SAMSON PRODUCTS 








Be a Shopmaster 49’er 


SHOPMASTER 
DISTRIBUTORS 


are nearby and 
ready to serve you 


Allentown, Pa. 

C. Y. Schelly & Bros., Inc. 
Atchinson, Kan. 

Blish, Mize & Silliman 

Hdwe. Co. 

Atlanta, Ga. 

Beck & Gregg Hdwe. Co. 
Billings, Mont. 

Kelley-How-Thomson Co. 
Boise, Idaho 

Salt Lake Hdwe. Co. 
Boston, Mass. 

Bigelow & Dowse 
Burlington, Vt. 

Strong Hardware Co. 
Chicago, Tl. 

Cotter & Co. 
Cleveland, Ohio 

Moslo Machinery Co, 
Danville, Il. 

Conron, Inc. 
Denver, Colo. 

The Banner Co. 
Des Moines, Iowa 

Luthe Hardware 
Duluth, Minn. 

Kelley-How-Thomson Co, 
El Paso, Texas 

Patterson Sales Co. 
Grand Junction, Colo. 

Salt Lake Hdwe. Co. 
Hagerstown, Md. 

Schindel Rohrer & Co. 
Harrisburg, Pa. 

Brawley Distributing Co. 
Lansing, Mich. 

Schaberg-Dietrich Hdwe. Co. 
Little Rock, Ark. 






Spragins-Carothers Sales C 
Los Angeles, Cal. 
Atwood Machinery Co. 


Manitowoc, Wisc. 

J. J. Stangel & Co. 
Memphis, Tenn. 

Hawkins Equipment Co. 
Milwaukee, Wisc. 

Frankfurth Hardware Co. 
Minneapolis, Minn. 

Hall Hardware Co. 
Newark, Ohio 

William's Wholesale Dist. Co. 
New Haven, Conn. 

The Bronson & Townsend Co. 
New York, N. Y. 

General Hdwe. & Mill 
Sweaty Co. 
ym. Goldenblum & Co. 
Oakland, Cal. 

Tru-Flate, Inc. 
Philadelphia, Pa. 

Richter Hardware Co. 

Edw. K. Tryon Co. 
Phoenix, Ariz. 

Galbraith Steel & Supply Co. 
Pittsburgh, Pa. 

American Hardware Co. 
Portland, Me. 

Edwards & Walker Co. 
Portland, Ore. 

Duane Company 
Roanoke, Va. 

Nelson Hardware Co. 
St. Louis, Mo. 

Witte Hardware Co. 
St. Paul, Minn. 

Kelley-How-Thomson Co. 
Salt Lake City, Utah 

Salt Lake Hardware Co. 
Seattle, Wash. 

Schwabacher Hardware Co, 
“Tampa, Fla. 

London Hardware Co. 
Washington, D. C. 

May Hdwe. Co. 
Waterloo, Iowa 

Cutler Hardware Co. 
Youngstown, Ohio 

Stambaugh-Thompson Co. 









and pan gold in the $50,000,000 workshop market 


Shopmaster Tools and Accessories are backed by: 
1. Nearby distributors to give prompt service. 
2. A complete line of tools and their accessories. 
3. National consumer advertising to sell tools for you. 
4. Tools and accessories packaged for easy merchandising. 
5. Easy to stock, easy to sell, and fast turnover means good profit. 


Place your order now with your nearby distributor 





An outstanding tool 
added to the 
SHOPMASTER 
Family of 

Fine Woodworking 
Tools... 


























12” DRILL 
PRESS 








\ 
The NEW 8 TILTING 
ARBOR BENCH SAW by 


SHOPMASTER 


It's new, and by SHOPMASTER. This 8-inch 
Tilting Arbor Bench Saw brings new accuracy, 
new ease of operation for amateur and pro- 
fessional wood craftsmen. 
























The saw table is always level. Saw blade 
tilts a full 45 degrees, and saw can be raised 
to a 2% inch cut. Convenient controls, sealed- 
for-life ball bearings, and adjustable belt 
tightening are but three of the many out 
standing features. 

See this new SHOPMASTER Saw at your 
dealer today, and his complete display of 
the outstanding SHOPMASTER Tools and 
SHOPMASTER accessories. 


SHOPMASTER, INC. 




















8” TABLE 
SAW 

















15” JIG SAW 














SHOPMASTER, INC. 


1214 Third St. S., Minneapolis, Minn. 







6” JOINTER- 
PLANER 







Please send me complete information and the 
illustrated full-color catalog on SHOPMASTER 
Power Tools and accessories. 








Name 





Address 






City State - 
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and the business that goes with it 


Open up and close the sales with YALE hardware—for front and back doors 
and all the doors, windows and cabinets in between. 

The YALE items shown here are our newest numbers. Each one gives you 
good talking points . . . each one gives your customers the beauty and service 
that they expect from YALE. 

See your distributor about free promotional material. 


$ >> $ { 


f y é& 
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040 “One Arm" Springlatch. Most 
convenient ever made. 


This 8-inch 
y accuracy, 
ir and pro- 











baw blew + gael ; COMPACT Door Closer. More beauty, small- 
er size, smoother action. 


1 be raised 
Is, sealed- 
table belt 
many ouvt- 


2 Deadlock. Streamlined, with big, 
long-throw bolt. 


_ 
w aft your e ey 
display of ~ — 
Tools and —— = : 
—— Ziplock. Padlock for bicycles, - ‘ e& _- 
r- etc. It zips to fit. _ , 2 
——————— 


i NC. 112 Deadlock. “The Lock of Gibral- 


tar”. 2 hardened steel inserts. 1011 “Push-Pull™ Screen (and 


Storm) Door Catch. No knobs to 


i 


MANUFACTURING COMPANY 
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Who makes it can make a big difference... espe- 
cially in your store where men expect to find quality 
tools and equipment, and expect to pay the price 
for the brands they know and trust. 







If they recognize the brand, the sale is often easier. 
The national advertising they’ve seen flashes back 
and cinches the sale. And many times the decision 
to buy has actually been made while reading the 
ads in magazines like MECHANIX ILLUSTRATED. 









So when you see manufacturers like these adver- 
tising to 10 million home craftsmen through the 
mechanical magazines you know you can buy their 
brands with confidence. Their products move faster, 
sell easier because their trademarks are trusted by 
your customers. 









Take advantage of these nation- 
ally advertised products. Feature 
them prominently in your store, 
your windows, and in your own 
advertising ... It pays. 















AMERICAN FLOOR SURFACING MACHINE CO. 
—Floor Surfacing Machine 
ATLAS PRESS CO.—Power Tools 
BENJAMIN AIR RIFLE CO.—Rifles and Pistols 
BOYLE-MIDWAY, INC.—Plastic Wood 
BURGESS BATTERY CO.—Vibro Tool 
CAMILLUS CUTLERY CO.—Knives 
CASCO PRODUCTS CORP.—Electr-o-tool Kit 
CASEIN COMPANY OF AMERICA—Casco Glues 
CHICAGO WHEEL & MFG. CO.—Handee Drills 
CHICOPEE MFG. CORP.—Lumite Screen Cloth 
CROSMAN ARMS CO., INC.—Rifles and Pistols 
HENRY DISSTON & SONS, INC.— 
Saws and Hand Tools 
DREMEL MFG. CO.—Moto Saw, Moto Sander 
DU-FAST, INC.—Sander and Polisher 
E. i. DUPONT DE NEMOURS—No. 7 Polish 
EVINRUDE MOTORS—Outboard Motors 
FAIRCHILD INDUSTRIES, INC.— 
Electric Hand Tools 
FRANKLIN GLUE CO., INC.—Glue 
A. C. GILBERT CO.—American Flyer Trains 
JOHNSON MOTORS DIV.—Outboard Motors 
KESTER SOLDER CO.—Solder 
KEUFFEL & ESSER CO.—Wyteface Steel Rules 
LIONEL CORP.—Electric Trains 
NICHOLSON FILE CO.—Files 
MAGNA ENG. CORP.—Shopsmith Power Tool 
THE MARLIN FIREARMS CO.—Rifles and Shotguns 
MARTIN MOTOR CO.—Outboard Motors 
MASTER RULE MFG. CO.—Wood and Tape Rules 
MIRACLE ADHESIVE CORP.—Adhesive Cement 
MODERN GRINDER MFG. CO.—Modern Grinders 
MOLLY CORP.—Screw Anchors 
O. F. MOSSBERG & SON—Firearms 
NATIONAL CARBON CO.—Eveready Batteries 
NORTH BROS. MFG. CO.—Yankee Tools 
OLIN INDUSTRIES, INC.—Bond Batteries 
PLOMB TOOL CORP.—Proto Hand Tools 
PORTER CABLE MFG. CO.—Electric Hand Tools 
PORTER CHEMICAL MFG. CO.—Chemcraft Sets 
POWER KING TOOL CORP.—Power Tools 
ROGERS ISINGLASS & GLUE CO.—Give 
SAVAGE ARMS CORP.—Firearms 
SARGENT & CO.—Bernard Pliers 
SMOOTH-ON MFG. CO.—Iron Cement 
SOUTH BEND BAIT CO.—Baits and Lures 
SOUTH BEND LATHE WORKS—Lathes and 
Accessories 
SPEEDWAY MFG. CO.—Electric Hand Drill 
STANLEY WORKS—Hand Tools 
U. S. PLYWOOD CORP.—Weldwood Glue 
UTICA DROP FORGE & TOOL CO.— 
Pliers and Wrenches 
WELLER MFG. CO.—Soldering Gun 
R. D. WERNER CO.—Chremtrim 
WILSON IMPERIAL CO.—Wonder-Paste 
X-ACTO CRESCENT PROD. CO.— 
Knives and Handicraft Tools 


- MECHANIX ILLUSTRATED 


A FAWCETT PUBLICATION 





67 WEST 44TH STREET, NEW YORK 18, N. Y. 
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Another FIRST for Richards-Wilcox 
New! Lubricated for Life! 


























Self-Lubricating Door Hangers 
with Oilite Bronze Bearings 





Richards-Wilcox, the world’s 
largest producer of door hang- 
ers, and manufacturers of the 
famous patented LOCK-JOINT 
TROLLEY TRACK, is proud 
to introduce the first sliding door 
hanger using famous Oilite Bear- 
ings. No oiling ever needed! 





It Locks the Joints Together Permanently Ss k a d th 
tock and recommend this 


new, unbeatable R-W combina- 
tion for doors 1%",to 2%” thick 
—BLUESTREAK Hangers and 
Lock-Joint Track. By actual 
test, BLUE STREAK Self-Lu- 
bricating Door Hangers will out- 
wear roller bearing hangers 3 to 
1. Write or telephone our near- 
est office for free folder. 


The R-W Lock Joint Trolley Track 





RICHARDS 
WILCOX 


Richards-Wilcox Mfg. ©. 








FRW “A HANGER FOR ANY DOOR THAT SLIDES” 
1880 “UROR* 1948 AURORA, ILLINOIS, U.S.A. 
ann Branches: New York Chicago Béston Philadelphia Cleveland Cincinnati Washington, D. C 
Indianapolis St. Louis New Orleans Des Moines Minneapolis Kansas City 
OVER 68 YEARS Los Angeles San Francisco Denver Seattle Detroit Atlanta Pittsburgh 
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HO’S most interested in using your new cake 
mix? Buying your new coffee table? Using your 
new detergent? Buying your draperies? 
If you sell anything that goes into homes, it’s the 
families whose big interest is home, of course. 
And how do you find them? That sereen in our picture 
finds them for you. It represents the editorial job Better 
Homes & Gardens does — 100° service on better living 
screens out the casual reader, screens in the husbands 


and wives whose big interest is everything connected 


eller flomes 
and Gardens 


CIRCULATIO, over 3,000,000 


with home. 


* 

BU&G families not o1 

have better homes and ke 
them up better, but the 
average more rooms th 

their neighbors. That mear 
millions of extra window 

millions of extra square fee 
of floors, of extra wood 
work to be painted and 
cleaned and polished with 
your soap Or Wax or polish 
or detergent or paint, if 
your story’s in BH&G. 


‘e 

4 
oot MS 
7 7 7 


tH 


senesse 
HHT 
todd 
HH 
a 
GH 


‘ant to Start Something —in a hurry? 


BH&G’s 100% service is devoted entirely to showing 
people how to start — and finish — things: a new 
terrace, a new color scheme, a trip to California. Ad- 
vertising that points up something new and something 


good finds quick takers, gets quick action. 


Better be around when over 3.000.000 families with 
incomes among the highest for all big magazines are 
making up their minds! Would you like our representa- 
tive to tell you more about how editorial screening 


can help you sell? 


Miners Hit Srce Magee 
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Builders Locks and Finishing Hardware for 
every type of building is part and parcel 
of the saceR line. That’s why an artist’s 
sketch of SAGER applications would make 

up a fair-sized town . . . “SAGER TOWN” 
the “Capital of Quality” in Hardware! 

For fast installing, better operation, and 
fine appearance, specify SAGER for 


the following kinds of construction. 


RESIDENCES 

SCHOOLS 

CHURCHES 

COMMERCIAL BUILDINGS 
INDUSTRIAL BUILDINGS 

APARTMENT BUILDINGS 

HOSPITALS 
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res-Lite SYNCHROME 


It isn’t easy to judge aluminum paint 
quality by just looking into the can. 
They're all packed the same way... 
all are labeled...all are called 
**Aluminum’”’, At first glance, inferior 
grades may look the same as top- 
quality SYNCHROME. And that’s 
why the famous SYNCHROME 
quality guarantee is so important to 
you. It is your assurance of results 


that mean customer satisfaction, every 


t glance they look alike. 


time. Cres-Lite SYNCHROME is a 
quick-drying, synthetic resin oil paint 
guaranteed to contain only pure 325 
mesh aluminum and the highest 
quality grades of oil, pigment and 
synthetic resin. 

It’s good business to handle SYN- 
CHROME. Stock it now...cash in 
on the sales appeal of the quality 
that’s famous as “‘the Aluminum Paint 


of 1001 Uses’’. 


CQEOUENT BRONZE POWDER cower 


116 WEST ILLINOIS 





but 


THERE'S A BIG 





HARDWARE AGE, 


DIFFERENCE! 





It’s the same with Aluminum paint. You can’t judge 
inner quality by external appearance alone. Be sure 
you're getting the best, insist on 


F RUST PROOF 
ESISTING 
° 
. ~ GALLON 





ST., CHICAGO 10, ILLINOIS ¢ 1841 SOUTH FLOWER ST., LOS ANGELES 15, CALIFORNIA 
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This sturdy, permanent, all-metal floor 
display is tree with an initial order for 
5 cases of Sandee Feather-Lite Co- 
Polymer Garden Hose. It displays 6 - 
50 foot lengths and stores 6 more. 
Occupies surprisingly little floor space, 
yet quickly catches the eyes and the 
dollars of gardeners. 


WAKE MORE MONEY gee 
ON 
GARDEN HOSE 


HOW TO (@ i) 


ere’s the one sure-fire method for getting the lion’s share of the profitable garden 

hose business .. make the Sandee all-metal floor display your garden hose 
department. Put it out front where all customers can readily see it. Let the colorful, 
good-looking Sandee Feather-Lite Hose attract your trade. This tested, proved sales- 
maker does just about everything a clerk can do except wrap the package and make 
the change! See how very much more hose you'll sell . . and how much more money 
you'll make! Here’s “the finest hose you can buy”..GUARANTEED by the “world’s 
largest custom extruders of Plastics as well as by “Good Housekeeping Magazine”. 
Order from your jobber now. R 











<n oe pitting o 
"Guaranteed by > 
Good Housekeeping 
” for * 


Nationally advertised with \arge size advertisements in 
season, in BETTER HOMES AND GARDENS and GOOD HOUSEKEEPING 
Magazines. Free cuts and literature for local tie-in advertising available. 








45 apyranisto WOES 
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WORLD'S LARGEST CUSTOM EXTRUDERS OF PLASTICS (] 
¢ 
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AT LAST! Sfrahespeare 
GLASS WONDEROD 


For Every Kind | of 















NOW...THE ROD THAT 
WON'T RUST, ROT OR SET 
.eIN ALL 4 TYPES 


Here are the 4 types 


1 BAIT CASTING 
Now offered in a variety of lengths and actions to suit all types 
of fishermen. Shgkespeare famous TRU-AIM double offset 
handle. In 10 models from 4 ft. to 5 ft. 8 in. Light, medium and 
stiff action. 


2 FLY CASTING 
Very light, with just the right balance and “feel” to give the an- 
gler complete control of fly. Hardened steel snake guides. Two 
and three piece. In 3 lengths, 7 ft. 3 in., 7 ft. 9 in. and 8 ft. 6 in. 


3 COMBINATION SPINNING AND FLY CASTING 
Iwo pieces, 7 feet. Weight, 44% oz. Grip 10 inches with fly reel 
seat. Rings on handle hold spinning reel. Guides larger than 
used on fly rod to handle spin of spinning reel line. Quick, easy 
change from spin to fly casting. 


4 SALT WATER CASTING 


Construction especially well suited to salt water fishing. Salt 
water cannot damage rod—will not set even when trolling with 
heavy lures. Weight is between lighter fresh water casting rods 
and heavy rods used for tarpon and sailfish. In 5 models, 5 ft. 
to 6 ft. 6 in. 
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Shakespeare 


HONOR BUILT FOR 
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FAMOUS HOWALD PROCESS 


Now Offered in 4 Types 
of Fishing! 





Remember... Only Exclusive 


HOWALD PROCESS 
delivers Wonderod’s ACTION ano POWER 


@ Never before in the history 
of the tackle business, has there 
been a rod that has met with such 
overwhelming acclaim by fishermen 
the country over. 

Shakespeare Glass Fiber WON- 
DEROD .. . from the time it was 
announced two years ago... has 
delivered in amazing performance, 
the ACTION and POWER we 
claimed for it—has been tested by 
tens of thousands of fishermen, and 
found to be rust, rot and set proof, 
as we Said it would be. 

This is so, not so much because 
resinated glass fibers are used, but 
rather, because of the exclusive 
HOWALD PROCESS ... a process 
that represents years of scientific 
and engineering genius applied to 
combining the right resins and glass 
fibers in the right proportions, to 
produce perfect rod performance. 

Add to this precise heat control, 
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special machinery, constant labora- 
tory control of raw material, con- 
stant testing of finished product, and 
you have the reasons HOWALD 
process plus Shakespeare years of 
experience in producing fine fishing 
tackle produce a rod that cannot be 
equalled. 

Now, with WONDEROD avail- 
able in 4 types... bait, fly, spinning 
and fly, and salt water casting, you 
can offer your customers WON- 
DEROD performance for every 
kind of fishing. 

Stock up and display Shakespeare 
WONDERODS in all the types. 
With a heavy schedule of national 
advertising, WONDEROD will 
multiply your rod volume and prof- 
its... increase your overall tackle 
business. Tie in, and cash in on the 
fastest selling rod the industry has 
ever offered. Shakespeare Com- 
pany, Kalamazoo 2, Michigan. 


FINE FISHING TACKLE 


OVER aLeae@ kal 8 § Oe 

















Aluminum 


HAMMERCRAFT WATERLESS COOKWARE 





A program to cook up more sales for you 


Count on it.’ Club advertising for ’49 is going to make itself 
felt in your store. It’s a big campaign. Includes full-color 
ads, month after month, in Ladies’ Home Journal, Woman’s 
Home Companion, Better Homes and Gardens. 

On top of that, there’s a Club radio program over a na- 
tional network every week in the year. 

And again, in 1949, there will be full-page promotions of 
special sets in Life and Bride’s Magazine—also special adver- 
tising to all the thousands of teachers of home economics. 

Most important of all, Club advertising makes good sense 
to women. It sells not only Club Aluminum Cookware but the 
idea behind it—waterless cooking, better flavor, lower fuel 
costs. Tie in with this advertising. Feature Club Aluminum 
in your own ads. Keep it prominently displayed in your store. 


WME 
a “o 


(Club 
ere Aliiniivam 
CLUB ALUMINUM | WETS CO., 1250 Fullerton Avenue, Chicago 14, Illinois cunehabieatt spine 
‘ ON ge’ ied Listen to “Club Time,” with favorite hymns of iniendeana seep 
©) 1948 CAPCo, famous people, ABC network, Tuesday mornings of every Club Aluminum, 


le-marh 
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P of BETTE [his ad in January issues 
For Greater Comfort with Less Fuel 3ETTER HOMES & GARDE 
—_—_—_— —_—_————<— and H¢ iad - & GARDENS 
NACE FILTERS! JUSE & GARDEN reach 
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REPLACE DIRT-CLOGGED FUR 
blasts should hold no fear for you lucky owners to the more than 2! eens 
arm-air heating systems. Nor fuel shortage, 90°F o/s million owners of 
. provided you get all the heat your modern warm-air fur , 
apable of delivering. ? urnaces—remind 
to keep your system operating at top them that it’s ti as 
the changing of your Dust-Stor Filters. : ime to re} lace dir 
It's a big j st and lint from clogged filters airt- 
roomful of ‘ onder they become ers. 
twice a year! 
ore than they cost 
y our home cleaner vour 
costly furnishings and decorations. your customers by keepi 
Contact your dea order new Dust-Stor Air Filters Stop Fi b eeping | JUST- 
today. Your furnace repairman oF hardware dealer can supply Stop Filters prom . s 
them. owe Fiberglas Corporation, Department U th é inent ly displayed 
95RP, T 1, Ohio. se the free e- > : . . 
3 >A Oe seamen 7 free tie-in stickers in your win 
: dows. P — : : - 
Put reprints of the ad where th 
ey 


In Conede: Fe 


Cold wintry 





Cash i i 
ash in on this advertisi 
s advertising! i 
ertising! Remind 





can work for y 

= rk for you. Owens-Corning 
Fiberglas Cor i | 
~ glas Corporation, Dept. 934 
Toledo 1, Ohio aor 


In Canad : 
a: Fibe , 
Fiberglas Canada Ltd., Toronto, ( 
= o, Ontario 


$F a L ; 











and tie-in 


e Ad reprints 
= available AIR FILTERS 


-STOP * 
soon. Ask your pust-st a FIBERGLAS product 


Corning Fiberglas Corporation for impinge- 
ment-type air filters made of gloss . 
fibers 
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Four different styles, four differ- 
ent prices —one high standard of 
quality. 


A compact, low-investment Gilbert 
assortment deal is now available. 
Every clock is a fast seller, for the 
deal includes only those proven 
values which you dealers have 
specified. 


Distributed 


thru the wholesaler 


THE Wan. L. GitBert CLOCK Corp. 


WINSTED, CONN. 


Laconia, N. H. 


551 FIFTH AVE 
NEW YORK 17, NY 


141 W. JACKSON BLVD 
CHICAGO 4, ILL 


Clock makers to the nation 
Since 1807 











How to Merchandise! 
HUMIDITY tis winter 


...and Make REAL Money! 








(Maid-O'-Mist 
AUTO-VENTS 


¥ mor 
5 © MO rages GeTAt ky 
© 40 Warne ~_— 
cS ie vases 


Each-RETAIL Je =. 


if You Make 40%) 


AUTOMATIC HUMIDIFIER 
FOR STEAM RADIATORS. 
taty 








Nationally 
Advertised 
In Better Homes 


& Gardens and 
House’ Beautiful 





USE THIS ATTRACTIVE DISPLAY: 
AUTO-VENTS come to you 6 in this dis- 


play carton. Surprising how much busi- 
ness this display will account for, if located 
on one of your busy counters; or put the 
carton in your window. 


ORDER 
NOW to 
Meet Great Public Demand 


Winter humidification at low cost— 
that’s what the public wants! 

Every low-pressure, gravity steam- 
heated home, apartment, office, etc., 
in your territory is a “red hot” pros- 
pect for Maid-O’-Mist AUTO-VENTS 
at $5 each—one on each radiator. 

The AUTO-VENT provides 
ample humidity for 2,000 cu. 
ft. space — entirely AUTO- 
MATIC—no parts to need at- 
tention, rust or corrode. Also 
acts as quick venting air valve. 

To install, merely remove air 
valve from each radiator and 
replace with AUTO-VENTS— 
few seconds’ job. 

With proper promotion, hun- 
dreds of AUTO-VENTS can be 


sold in your community. Try 





Showing AUTO-VENT 
installed on steam 
radiator. 





We also make Auto- 
matic Humidifiers for 
hot water radiators, 
$10 and $12 each re- 
tail—also Automatic 
Humidifiers for warm 
air furnaces. 


MMAID-O-MIST =< 


“HUMIDIFIERS 
3210 N. PULASKI RD. FOR AEL TYPES OF = 
CHICAGO 41, ILLINOIS 


them out! If your jobber can't 
supply you, write us. 
















HEATING=S YSTEMS 
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She sees it.. feels it.-- 


Fast-Selling WOLLRATH 


ENAMELED WARE! 





@ Show the practical modern housewife a 





value and she'll buy it! Show her Vollrath 






Enameled Ware and, instantly, she admires 






its graceful design and smooth por- 






celain surface. She fee/s the safety and 






comfort in the sturdy handle on each 





balanced utensil. She wants it... 






buys it!... because she knows 





the value she can see and feel 






is assured by the blue-and- 
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white trademark, famous 






symbol of quality since 
1874. Stock the full line 
of Vollrath Enameled 
Ware. Display it 







where women can 






see it... they'll 






buy it! 
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BUT ye should love her more — this wom- 


an who represents the American House- 
wife. Because you're in the best position to 
profit by her preference. ' 

All you have to do is demonstrate a better 
value. Show her the Rid-Jid AIR-FLOW Lron- 
ing ‘Table’s all-steel, fully-ventilated top that 
dispells moisture ... the unique construction 
that provides 61% open area for faster, easier 
ironing. Point out the fact that the Rid-Jid 


AIR-FLOW froning Table will not buckle or 























SHE HAS MADE Ait-/id Allk-FLOW 
IRONING TABLES THE FASTEST 
SELLERS IN THE U.S.A. 


bulge ... that it is fireproof. Demonstrate the 
rigidity and automatic opening and closing of 
all Rid-Jid under structures. 

Feature the full line of Rid-Jid Ironing Ta- 
bles . 


Do these things and you'll make more sales 


.. the best in metal, the best in wood. 


. you'll increase your profits! And you'll 
make these extra profits faster. For, like we 
said, Mrs. Housewife likes Rid-Jid ATR-FLOM 
so much that she’s made it the fastest seller 
in the U.S.A. 


Be sure to get your share of these Fast Profits 











THE J. R. CLARK COMPANY 
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By THEIR careful design — 
accurate cut—even filing 
surface—uniform hardness 
—neat finish—fine perform- 
ance — long, serviceable life 
... by any and all the “yard- 
sticks” for judging a file, 
Nicholson and Black Dia- 
mond brands will always 
prove their superiority in 
quality, value and user 
satisfaction. 

It’seasy to win acustomer 
when you point out those 
things about these world- 
famous products. And you’!! 
never lose him when he dis- 
covers by his own experi- 
ence that you’ve told him 
the truth. 

By their very nature, files 
are a constantly renewable 
hardware item—and there- 
fore a stock investment E 
that’s hard to beat on turn- 
over and profit. In fact, 
files, when given the proper 
attention, represent more 


than 14% of the normal WM. | 
hardware store’s small-tool 
sales. 


That’s a pretty nice slice 
of business. Worth building 
up, isn’t it? Dust off your 
next year’s resolutions and 
let Nicholson and your job- © 
ber give you a helping hand CH 
in boosting FILES. 








Chestn 
Philad 
eNotes, 
~) 
2 sca. Tel.: G 
, NICHOLSON FILE COMPANY 
: — ly 25 Acorn Street, Providence 1, R. |. a 
. ? (In Canada, Port Hope, Ont. ) 
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FROM 


eee» 


EVERY 


ANGLE 


Yes, from every angle, here’s a steel tape that 
really means business. . . . Customer satisfac- 
tion, accuracy, functional features, and “feel”. 
The Master Streamline is designed and built 
to give your customers the very best in steel 
tape rules... and at a nice profit for you. Just 
compare these exclusive features—your selling 
points — with a: other 6 or 8 ft. steel tape. 
7/16” tip for convenient “reach” measuring, 
direct reading inside measure, patented lever 





ae. ES eT Tl 


This Steel Tape Means Business 


brake to hold reading, graduations on both 
sides of blades, 6 and 8 foot replaceable tapes. 
... These features added to Streamline’s sleek, 
modern design, smooth action and mirror 
ch >me case make it truly America’s No. 1 
Steel tape rule. 

Identify your name with the finest in steel 
tape rules . . . Master Rules. Write today for 
information about the complete line of Master 
Wood and Steel Tape Rules. 








MASTER RULE MFG. CO., INC. 
201 MAIN STREET e WHITE PLAINS, N. Y. 
General Field Sales Office: 

105 W. Adams St. » Chicago 3, Ill. 
BRANCH: P. O. Box 1587 Cakland, Calif. 
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‘nformal Editorial Comments 


. 


= e : by Charles J. Heale 





Happy New Year! 


S THESE humble comments 
are being committed to 


paper, the old year has 
about 10 days to go. The year 
1948 was a pretty good year for 
most business people. 

All during the year dollar sales 
volume, in practically all lines, was 
pretty high and while costs were 
even higher, relatively, dollar 
profits have not been too bad. 
Unit sales may show less volume 
than in 1947 and percentagewise 
profits are definitely less with most 
businesses. Even so, I repeat, it has 
been a good year and the first year, 
since the cessation of hostilities, 
that has shown any approach to a 
resumption of more normal busi- 
ness operations. 

There were definitely fewer 
scarcities as 1948 came to a close, 
than was the case when 1948 
started. 

As we approach the year 1949 
all shortages have not been elimi- 
nated and in a wide measure that 
is a favorable point to recognize. 
Disclaiming any personal parti- 





san political thoughts, | am still 
of the opinion that although 1948 
was an acute presidential election 
year that particular factor did not 
affect business too much, either 
during the campaign or after the 
election. Most people talk about 
some uncertainty in the latter half 
of October lasting up until after 
the election and some continued 
uncertainty for another 10 days. 
I still think that some of this, if 
not imaginary, was mental atti- 
tude. 

At no time during the year 1948 
was there any serious unemploy- 
ment and reports of “labor lay- 
offs” were distinctly spotty in a 
geographical way. 

During the recent Atlantic City 
convention, held in October, | had 
the opportunity to talk to a great 
many manufacturers and wholesal- 
ers. During the week of the con- 
vention, | frequently talked with 
both producers and distributors lo- 
cated either in the same town or 
rather close to each other. Con- 
flicting reports were common. 





The only persistent factor that 
might be considered a little on the 
discouraging side is the rather 
widespread report of heavy whole- 
sale and heavy retail inventories 
throughout the hardware field. In 
most cases which have been re- 
ported for a great many months, 
such inventories are reputed to be 
in poor balance and_ relatively 
heavy. 

It is rather difficult to appraise 
a report about heavy inventories 
in view of price advances. Un- 
less an appraisal is also made of 
tonnage and units the dollar value 
inventory record can be mislead- 
ing and often is very misleading. 

Although we are definitely ap- 
proaching a period when short- 
ages will not be so acute and 
where easy selling will probably 
not continue, 1949 does not sug- 
gest depression or recession but it 
does offer a challenge to those who 
produce and those who distribute 
hardware store merchandise. 

Although we do not appear to 
be entirely out of the period of 
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what has been termed a seller’s 
market we are certainly getiing 
closer to that point each week and 
must recognize that more. intelli- 
gent work must be done in plan- 
ning sales, planning advertising 
and watching all costs—also we 
have got to go back to selling and 
not merely accepting money over 
the counter. 

When worrying about present 
day high inventories, both whole- 
sale and retail, it is important that 
the relative ratio of present day 
inventories be checked against 
present day sales volume. We are 
living and working in an era when 
our Government talks glibly of 
“billions” and every other phase 
of our American commercial eco- 
nomic life must necessarily be 
relatively appraised. 

During the recent Atlantic City 
convention, I heard several whole- 
salers compare current inventory, 
on a dollar basis, with normal in- 
ventory practices and heard quite 
a few state that it was their re- 
spective practice to never let the 
inventory get above some specified 
dollar amount. This is unques- 
tionably good practice, but in the 
light of the present high cost of 
everything such figures should be 
adjusted and amended. It is un- 
likely that any widespread price 
declines can be anticipated in hard 
lines. As the outlook is for higher 
and not lower taxes and possible 
increased basic labor costs and 
practically no reductions in ma- 
terials costs, I cannot conceive of 
any intelligent basis for expecting 
lower finished merchandise costs 
in the hardware field. It is a rela- 
tively simple thing, and a practice 
indulged in by many with fre- 
quency. to make the bald state- 
ment “prices must come down” 
but unless some plan of reducing 
taxes, cost of materials and pro- 
duction can be developed it is diffi- 
cult for me to see how there is 
any soundness to such opinions. 

Look at the price of autemo- 
biles, the so-called low cost cars 
and the high cost cars. They are 
still not very plentiful in the bet 


ter makes but they certainly are 
high priced and can be sold al- 
most as quickly as they can be 
made. The same thing is true of 
many other major items which 
command high selling prices. 

Low cost portable radios, of 
course, are plentiful and are sold 
at decidedly cut prices. Here again 
the better grades and better names 
are not being thrown around the 
market and, while not too hard 
to get, are not excessively plentiful 
in most areas. 

A great many items of mer- 
chandise sold through hardware 
channels depend upon steel supply 

and steel is not more plentiful. 
In fact. | suspect but cannot prove, 
that some reported reduced pro- 
duction operations are due as 
much to the steel shortage as to 
any other factor. 

While I am confident that 1949 
will not be a “pushover year,” | 
im even more confident that whole- 
salers and retailers who perform 
their proper functions, as_ effi- 
ciently and economically as_pos- 
sible, are not going to be unhappy 
with the results of the new year 
we are approaching. This opinion 
is confirmed by many of those with 
whom I have discussed the sub- 





ject and. in complete candor, those 
who are pessimistic about 1949 
have felt the same way about 
every other year since I have 
known them. 

I anticipate that the going will 
be tougher and that there will be 
fewer soft sales and less easy 
money. | anticipate that those who 
work intelligently, and give ser 
vice and values, will do all right 
again I say providing they watch 
all costs. And this question of costs 
is going to be more important in 
1949 than it has been in the history 
of most people now in business. 
Too many careless and expensive 
habits have been developed during 
the “lush years” incident to the de- 
fense program, the war period and 
the immediate post-war period. 
Such extravagances will have to be 
tapered off drastically and we will 
have to return to a more basically 
thrifty scheme of operations in all! 
business. This is healthy and 
sood. 

The entire HARDWARE AGE or- 
ganization joins me in wishing all 
hardware folks and their folks a 
happy, prosperous new year with 
good health. And I still think that 
those who earn it will have a 
happy and prosperous New Year. 


Consumer Co-Operatives and Taxes 


O-OPERATIVES came one day not long ago to the owners of a 
successful small fertilizer plant in an eastern state; asked them to 


name a price at which they would sell. The owners had been getting 
$15,000 a year net return after war-high taxes; estimated value of the 


plant at 10 times that amount 


$150,000; told the co-op they would 


take $250,000. The co-op offered $225,000: eventually paid $230,000 
Co-op figured net earnings at $30,000 a year, having no income 
tax to pay. Value from their point of view was $300,000—$230.000 


was a bargain. 


Former owners got more than the plant was worth to them: co-op- 
paid less than the plant was worth to them. Only Uncle Sam and the 


taxpayers lose. 


A. W. CARPENTER 
Secretary 


Vew York Associated Businessme: 
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easy . . 
a Los Angeles, California. 
—_— Ross Montgomery — 
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ks e feeling is mutual... 
with 
that Regal simplicity in the church as a whole . . . regal sim- 
lie plicity in the Lockwood Hardware used for all its interior 
ear. . 
doors. Plain, graceful trim in cast bronze carries out the 
designers’ original feeling without detracting from func- 
tional value. 
Here again is proof that Lockwood’s eye for creating fine 
S hardware—hardware that fulfills every decorating or archi- 
» 
tectural plan — is a boon to those with vision. Here again 
of a is proof that Lockwood means more of the best in Finishing 
n to 
Nee Hardware. Leo. 
the 
yuld Hardware furnished through Builders 
YON Hardware & Supply Company, Los 
— Angeles, California. 
000 
‘Ops 
the 
HARDWARE MANUFACTURING COMPANY 
aa Division, Independent Lock Company 
Fitchburg, Massachusetts 
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The store front is of the modern visual type. Fluorescent lighting makes it possible 
to look into the interior at night. Picture was taken before the sign was installed- 


You Will Find Business 


around the Butter Hardware store tion pulls into the area. A na- 

HAIN stores offering in the South Side section of Mil- tionally known mail order house 

hardware. appliances and_ other waukee, Wis.. but the Butter store has a big store practically next 
hardware store lines are located all thrives on the traffic its competi- door to Butter’s new store, which 


The appliance section 
is separated from the 
rest of the store by a 
streamlined wood, fram- 
ing. Model kitchens are 
shown here. Other ap- 
pliances are shown in 
adjacent sections. 
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HARDWARE 









Home units feature both 
millwork and builders’ 
hardware in thoroughly 
realistic settings. 





Where There's Traffic 


That's what they say at the Butter Hardware 
store in Milwaukee's South Side where they 
have many chain stores for their neighbors 





was opened during October, 1947. 

Celebrating its 76th year in 
business, Butter Hardware is now 
enjoying a volume about three 
times greater than it had in Octo- 
ber 1947. The Butter family has 
never been afraid of competition, 
either of the chain of independent 
variety. Hardware merchandisers 
to the core, ever since Gustav A. 
Butter started a small hardware 
and tin shop in the area in 1876 
these people have had vision, in- 
itiative and the merchandising 
know-how, backed by a willingness 
to work. 


Competition Brings Traffic 


Apparently, these qualities are 
ihe answer to the situation for the 
Butters. Ask Earl Butter, third 
generation of the family. and the 
company’s present president, how 
he likes so much chain competition 
on his doorstep, and he smiles and 
says, “Fine. It brings more traffic 
into the area, and we get our share 
into the store.” 

The new Butter Hardware store 





AGE, 





DECEMBER 30, 


is outstanding in Milwaukee. It is 
70 ft. wide and 107 ft. deep. In 
addition, there is a millwork build- 
ing in the rear. across an alley, as 


The builders’ hard- 
ware and millwork 
are also shown on 
doors, closets and 
cabinets. Small 
giftwares are dis- 
played on shelves 
and are added at- 
tractions for the 
store's customers. 


well as a big parking lot for cus- 
tomers. 
The modern front is of the vis 


on : 
ual type. Six continuous rows ol 















“Discriminating homeowners consult Butter Hardware," says the sign 
on this billboard which shows the front of a house to passers-by. 


fluorescent lighting make it pos- 
sible for side walk and street traflic 
to look right to the back of the 
store even on the darkest of days. 
The bright interior, well stocked 
with merchandise, literally invites 
folks to step inside—and many of 
them do. 


An Outstanding Feature 


One of the oustanding features 
of the new Butter store is that on 
the first floor, millwork and build- 
ers’ hardware is displays on doors, 
cabinets and closets in home-like 
settings. This aids greatly in sell- 
ing these two lines, because cus- 
tomers can visualize the items in a 
variety of settings. Samples are 
kept in cabinets with sliding doors 
in a special builders’ hardware 
room. There are also easy chairs, 
conveniently close to a sample 
table, so that the buyer can be 
comfortable while making his se- 
lections. 

Butter Hardware sells builders’ 
hardware locally at retail, but is 
also a wholesale distributor for 
such lines outside of the immedi- 
ate Milwaukee area. Millwork is 
sold only locally, but has de- 
veloped into a very profitable line 
which attracts customers from 
many parts of Milwaukee. 

Naturally, with a merchandising 
setup which has so much to offer 
to home owners, the firm is not 
missing any bets on appliance mer- 
chandising. On the right side of 
the new store is an attractive appli- 
ance department in charge of Ed- 
ward Luck. The appliance area is 


26 


set off from the rest of the first 
floor by a streamlined, white-wood 
framing which does not detract 
from the vision of the center floor 
area. Model kitchen units are 
housed in this special area while 
other appliance items are in ad- 
jacent sections. 

Many hardware items are in the 
basement store, which is equipped 
with modern fixtures and has ex- 
cellent lighting. The entrance to 
this department is from the center 
of the first floor and a large sign 
suspended from the ceiling in- 
forms the first floor traffic of the 
basement store. 

In this basement area, which is 
15 ft. in width and 30 ft. in length. 
the firm has a large showing of 
paints, tools and other items. The 
tool items, especially the hand and 
small power items. are mounted on 


PLANES 





F 4 
Sige 
{; 


TOOLS 


Here's a closeup of the tool department in the basement. 


a light-colored background and 
stand out clearly. Butter Hardware 
also does an excellent business on 
power tools. 

The new building and fixtures 
and lighting cost in excess of 
$100,000, according to Earl But- 
ter and Eugene Semmann, secre- 
tary. About 40 employees are 
needed to take care of the mill- 
work, retail hardware and whole- 
sale hardware activities. 


Consistent Advertising 


A consistent advertising cam- 
paign is carried on by the new 
store to acquaint people in the 
Milwaukee area of the products 
carried and services offered. Met- 
roplitan, suburban, religious, and 
educational newspapers and other 
publications are used as advertis- 
ing media. In addition, occasional 
radio advertising is employed, 
especially on small local stations. 
Some advertising is done on 
WRIN, Racine, 30 miles distant. 

A striking billboard, publicizing 
the store’s builders’ hardware de- 
partment is placed on W. Wiscon- 
sin Ave., a heavy traffic artery. 
This billboard shows the front sec- 
tion of a house, complete with 
doors and windows. Copy informs 
the public that Butter Hardware is 
the place for builders’ hardware of 
distinction. Indirect lighting is 
used on the sign. It is conspicu- 
ous both night and day. 

Earl Butter and other officials of 
this hardware organization know 


(Continued on page 33) 
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Top Rating for Hardware 





Industry in 1949 


Combination of record breaking consumer purchasing power 
and supplies of goods sold by hardware stores points to 1949 
sales exceeding 1948's all time high of $2,500,000,000, says Mr. 


Andrews. 


With 1949 employment expected to reach all time 


high of 62,000,000 people and personal income at about 220 
billion dollars he sees no cause for alarm in ‘even a consider- 
able reduction in the total savings," for much of this backlog 
was laid aside for the day when desired goods became more 
plentiful. We have, he says, been spending too much for soft 
goods and foo little for durable goods (including hardware), 
in relation to our income. Considering present consumer credit 
in relation to national disposable income it is, he points out, 
about one-third lower than the 1935-40 average—''certainly not 


T: E hardware indus- 


try has for 1949 a rating of five 
stars in Future Sales Ratings, na- 
tionally known rating service 
which covers the 97 leading Amer- 
ican industries. That is the highest 
rating any industry can get, and it 
signifies that this will be another 
great year for hardware people. 

Future Sales Ratings are pre- 
pared by a group of over 100 in- 
dustrial experts under the author's 
direction, and the findings are pub- 
lished quarterly in Sales Manage- 
ment. 

What is the line of reasoning 
which means that hardware sales 
of the nation, approximating $2.,- 
500,000.000 (an all-time high) in 
1948 will be exceeded in 1949? 
Fundamentally, there is a broad 
cross section of agreement on two 
major items: the supply of goods 
sold in hardware stores will be 
record breaking and purchasing 
power will be record breaking. 
Moreover, expenditures by hard- 
ware stores for renovation, mod- 


ernizing and expansion, are sched- 
uled to reach new records this 
year, as construction materials be- 
come more available and postpone- 
ments can no longer be made. 
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a distorted figure." 


By PETER B. B. ANDREWS 


Former Economic Adviser 
War Production Board 





PETER B. B. ANDREWS 


There is hardly an item in the 
great miscellany of goods handled 
by hardware stores which will not 
be in greater supply than at any 
time since pre-war days. And, for 
those hardware stores that handle 
household appliances, indications 
are that they will get a greater sup- 
ply: coffee makers, freezers, heat- 
ers, hotplates and stoves, ironers. 
irons, radios, ranges, refrigerators. 
roasters, toasters, vacuum cleaners. 
washing machines, and motored 
equipment generally. 


1948 





Sales rise in 1949 for hardware 
stores is not expected to equal the 
10 per cent in 1948 sales over 
1947. during which hardware 
stores sold $2,216,000.000 worth 
of goods. but all indications are 
that new high marks will be 
reached. 

The hardware industry is one of 
the great American industries 
which may be counted on to follow 
rather closely the trend of national 
and disposable income. Grounds 
for an optimistic forecast in this 
respect are impressive. To begin 
with. a tremendous number of peo 
ple are employed—oyer 60,000.- 
000 of them in fact. Do readers 
remember when that was the ideal 
goal for which we were striving 
60.000,000 jobs? 

In 1949 overall employment 
should reach about 62,000,000. 
These people. moreover, will be 
making more money in total than 
ever before in the history of the 
country. The nation’s personal in- 
come is running at the overall an- 
nual rate now at about 215 billion 
dollars. A year ago it was running 
at about a 203 billion dollar an- 
nual rate. In 1940 it was about 78 
billion dollars and in the “great” 
vear 1929 it was about 85 billion 












collars. In 1949 it will be about 
229 billion dollars. 

High incomes are impressive, of 
course, but the logical comeback 
is that prices, too, are high. It is 
true that basic living costs to main- 
tain the 1940 standard of living 
have increased 100 per cent, but 
the surplus public income for dis- 
cretionary spending has advanced 
close to 300 per cent! 

It is quite an eye-opener to see 
how many people have moved into 
higher incomes in just one decade. 
For example, whereas there were 
only 1,172,409 individuals making 
$3.000 to $5,000 in 1938, the ree- 
ords will show more than 8,000.- 
000 individuals making that in 


1948! 


Overall Savings High 


A very impressive thing, too, 
from the standpoint of likely de- 
mand for hardware, particularly 
higher priced hardware, is that 
overall savings are exceptionally 
high. With proper sales approach 
and clever advertising, therefore, 
the public is likely to unbend and 
let loose some of this cash. 

Personal holdings of liquid as- 
sets now approximate the huge 
total of 175 billion dollars, or 
about 125 billion dollars more than 
in 1940—a rise of 250 per cent. 
This represents a gigantic reser- 
voir of buying power, consisting 
largely of currency, checking ac- 
counts, savings and loan shares, 
and U.S. Government securities. 

Distribution of these savings is 
widespread, too, as shown by the 
fact that about 49 per cent of these 
savings are held by families mak- 
ing under $5,000 a year. About 20 
per cent of these savings are held 
by families making $5,000 to $7,- 
500, and about 40 per cent by fam- 
ilies making over $7,500 annually. 





Some economic pessimists have 
been pointing significantly at re- 
cent decreases in the rate of sav- 
ings. This applies, however, only to 
the rate of savings, but even a con- 
siderable reduction in the total of 
savings would be not at all alarm- 
ing, in view of the enormous total 
of savings. Since the savings posi- 
tion now is bulging distortedly, it 
could logically be lowered some 
through the purchase of goods 
(much of this money has just been 
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laid aside to the day when desired 
goods become more available); a 
normal position should entail the 
spending of at least 75 billion dol- 
lars out of the country’s pile of 
savings. 

Another point of the short- 
sighted prophets is that consumer 
credit is over-expanded. It is high, 
true, but borrowing in the form of 
instalment loans, charge accounts, 
and other consumer loans natural- 
ly increases as more goods and ser- 
vices of the types usually sold on 
credit become available. 

Moreover, it is normal for busi- 
ness indicators expressed in in- 
flated dollars to reach new high 
records these days. Should the 
amount of consumer credit be re- 
lated to the amount of national dis- 
posable income, it will be found 
that the ratio still is about a third 
lower than the 1935-40 average 
certainly not a distorted figure. 

Similarly, inventories of all 
types of goods, considered by 
many to be excessive, are not too 
large on an overall basis and in 
relation to the countrv’s gross sales 
and demand. The fact of the mat- 
ter is that the softness of some lines 
of business in recent months is not 
a sign of a broad business down- 
turn, in that the general level of 
consumption has not shrunken but 
has continued to rise. The prod- 
uct-mix of national consumption. 
however, was not anticipated by 
many. Actually, we are spending 
8 billion dollars too little for dur- 
able goods (such as hardware) in 
relation to our income. whereas we 
had been spending too much, rela- 
tively, for soft goods. 


Production and Prices 


There are some openly expressed 
worries in the trade about price 
controls, excess profits taxes, and 
other “Truman-mandate” possibil- 
ities. But. actually, there is a stead- 
ily lessening need for price con- 
trols, because high production is 
naturally taking care of the once 
troublesome price problem. 

In fact, barring war, there will 
be little necessity for price control 
in 1949. President Truman and 
his advisers are well aware of that. 
Excess profits taxation will be con- 
sidered, it is true. 

Not only is President Truman’s 


basic makeup that of a middle-of- 
the-roader, but Congress still has 
many conservatives, and a coali- 
tion of conservative Democrats 
and Republicans still can prevent 
much radical legislation (unlikely 
anyway) from being passed. 

In my opinion, too many “wor- 
ry-warts” are chasing the phantoms 
of inflation. deflation, and Russian 
disturbances. enlarging these un- 
certainties out of all proportions. 

The tangible fact of the matter 
is, above other considerations, that 
the consumer is in a strong earn- 
ings position and that business 
enterprises as a whole are in a 
healthy financial condition, with 
more cash, less debt (a great deal 
of debt retired in recent years) 
and high peacetime business. 

Of course, there are some 
troublesome wheels within the ma- 
jor wheel of the economy, but our 
financial strength is broad. The 
liquid assets of all business and 
people have increased almost three 
and a half times since 1939, while 
total private debt has increased 
only about one third in this period. 
Private debt today ig well below 
the annual national income. 


Background Strong 


Fortunately, the overall indus- 
trial background is strong and will 
continue to develop high activity 
in 1949, thus providing a firm 
foundation on which the hardware 
industry can work effectively. 

On such reasoning, therefore, 
does the Board of Editors of Fu- 
ture Sales Ratings base its decision 
to give the hardware industry a 
top rating of five stars for 1949. 
For the last 12 years, Future Sales 
Ratings has been looking ahead 
and attempting to gage the future 
with the objective of helping the 
manufacturer, wholesaler and re- 
tailer in his planning. 

Statistics have their place. They 
tell what has happened in the past. 
Perhaps that trend of the past will 
be projected into the future—but 
perhaps the trend will be reversed. 

In any event, we, as business- 
men, are naturally more interested 
in what is going to happen tomor- 
row than in what happened yester- 
day. And it is a pleasure, indeed, 
to have a majority authoritative 
belief that tomorrow looks good 
for hardware! 
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Big Steel Wants Freight 
Absorption Legalized 


Washington Bureau 
of Hardware Age 


IG STEEL has gone 
on record as favoring Congres- 
sional action to legalize freight ab- 
sorption to permit meeting of com- 
petition in any and all markets. In 
letters to Senator Capehart, chair- 
man of the Trade Policies Sub- 
committee, top officials of U. S. 
Steel, Bethlehem, Republic, and 
National dispelled rumors to the 
effect that important segments of 
the steel industry were satisfied 
with f.o.b. mill selling. 

It is significant, perhaps. that in 
none of the replies did the term 
“basing point” or “basing point 
system,” appear although all were 
agreed that legalized freight ab- 
sorption was necessary to proper 
competitive relationships. 


Specific Request 


Specifically, the committee asked 
the heads of these companies. if 
they would “adopt the practice of 
absorbing freight on sales to dis- 
tant customers, in order to make 
delivered prices to these customers 
competitive with the delivered 
prices of steel mills located closer 
to those customers?” if permitted 
hy Congress to do so. 

David F. Austin, vice-president, 
U. S. Steel. replied with an em- 
phatic “yes.” and added that “such 
practice will be adopted immedi- 
ately upon being permitted by law 
to do so.” 

“In the interest of sound mar- 
keting principles. we should be 
free to meet competitive condi- 
tions wherever they exist. If per- 
mitted to do so. we undoubtedly 
would absorb freight to the extent 
necessary to meet competition on 
desirable business where the cost 
is not prohibitive.” was the reply 
of A. B. Homer, president, Bethle- 
hem Steel Co. 
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Steel executives dispel talk that 


C. M. White, president Republic 
Steel Corp., advised the committee 
that “if the right to absorb freight 
is restored by legislation, we will 
in the future avail ourselves of it 
on steel business offered by steel 
purchasers whose plants are lo- 
cated closer to our competitors 
when we feel that we can profitably 
do so.” 

“We are very much opposed to 
the present method of selling and 
assure you that as soon as we are 
allowed legally to return to the 
practice of meeting competition in 
any part of the United States by 
absorbing freight—-which was our 
practice up until the recent change, 
we will do so immediately.” de- 
clared KE. T. Weir. chairman, Na- 
tional Steel Corp. 

Mr. ‘Austin, however, took issue 
with the statement in the letter 
from Senator Capehart which re- 
ferred to “substantially increased 
revenue” accruing to the. steel 
companies as a result of the switch 
to f.o.b. mill selling. The U. S. 
Steel executive stated that it was 
unrealistic to say that 75 cents pet 
ton average reduction in mill net 
returns experienced under the pre- 
vious policy of freight absorption 
can now be calculated as a gain in 
revenue as a result of f.o.b. selling. 
He further pointed out that f.o.b. 
selling on the part of U. S. Steel’s 
suppliers has increased production 
costs about 10 cents per ton.” 

On this point, Mr. Weir ex- 
pressed a slightly different view. 
He admitted that “while it is true 
that the steel industry has had 
some increased revenue as a result 
of the switch to f.o.b. mill pricing 
nevertheless. I consider this only 
a temporary benefit and was not 
brought about through any desire 
on the part of the steel producers.” 


1948 


f.0.b. pricing is desirable 


but as a result of the cement de- 
cision 

Elaborating on the effect of the 
switch to f.o.b. mill on U.S. Steel, 
Mr. Austin further stated that “the 
change to mill pricing occurred 
prior to our general price increase 
in steel products made in July 
1948. The new prices embraced 
a restoration of the average price 
reduction of about $1.25 a ton 
made by these subsidiaries last 
April. and in addition included an 
average increase of approximately 


$8.09 a ton. Since the change ir 
selling method took place prior to 
the increase and since any possible 
advantage which might have been 
derived from the change in selling 
method had already occurred and 
was so small in relation to the in- 
crease. it cannot fairly be said that 
the change hes resulted in any 
substantiaily increased revenue. 

“In this connection it was an 
ticipated, and ample evidence is 
at hand. that companies from 
which we purchase goods would 
likewise change their sell’ng meth- 
ods. which in turn would result in 
increas.ng our costs. To date. this 
has occurred to the extent of about 
10 cents per ton. 


He Pays More 


“Further. the more distant the 
customer is from our plant in re- 
lation to a competitor’s mill the 
more he now pays in relation to 
what he paid before. In some in- 
stances. these more distant custom- 
ers pay several dollars a ton more 
for steel than they would pay un 
der our prior method of selline. 
Unless our present selling method 
is changed, we will become non- 
competitive with respect to these 
customers as soon as supply and 
demand for steel are in balance.” 
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This neighborhood store opens for several hours after church and before Sunday dinner. 


Convenient 


Community Service 


Makes the. 


Cash Register Ring 


The Johnson Hardware Co. serves a new community 


ard keeps open for three hours on Sundays. It's 


a service appreciated by many male customers 


"A 
STORE like 


ours, operating in a new large. 


housing project community 
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like 


this has different problems than 
a hardware store in an apartment 
neighborhood, in a downtown 
location or in a rural community,” 
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says Al S. Turley, who manages 
the Johnson Hardware Co. store, 
in Jeffrey Manor, a large new 
community of small homes on 
Chicago’s south side. 


Why They Do It 


“Out here the average family 
consists of a young fellow, perhaps 
a veteran, his wife and a child or 
two. For the most part they are 
just getting started and they know 
the value of a dollar. They get 
the mail order catalogs and they 
often make price comparisons be- 
fore they buy from us. But, be- 
sides giving good values at prices 
they can afford to pay, we’ve got 
to give them a little more—and 
that’s service. 

“That’s why,” continues Mr. 
Turley, “we open our store for 
just three hours every Sunday 
noon.” 

Mr. Turley happened to be in 
the store catching up on some of 
his work, one Sunday morning 
shortly after the store was opened 
two years ago, when one of the 
local residents rapped on the front 
door and asked if he could buy 
some small item he needed for a 
home repair job. The manager 
obliged him, and soon there was 
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another, 
tomer. 
Mr. Turley decided then that 
there must be many others in the 
new community who also needed 
hardware store items for their 
gardening or home repair work 
and who would buy at the store 
on Sundays if they knew it was 
open for business. He tried it 
soon thereafter and the store has 
been opened every Sunday since 
then, from 11 a.m. until 2 p.m. 


Sunday Receipts High 


People often are waiting for the 
store to be opened on Sunday and 
Mr. Turley and four others are 
kept busy waiting on trade. As a 
result they generally do more busi- 
ness in those three hours than they 
do in any other day of the week, 
with the exception of Saturday 
when the store is open until 9 p.m. 
The receipts are higher than they 
are on Tuesdays when the store is 
open for 12 hours. 

When the business was started 
in November. 1946, a total of 951 
sales were recorded during the 
first week. In the week before 
Christmas, that year, there were 
1,133 sales. In the corresponding 
week, last Christmas, there, were 
1,512 sales. Even during the slow 
summer months of this year the 
weekly sales averaged about 1,300. 





There's a big demand for housewares here. 
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Many large items of summer merchandise are shown in this 
window without obstructing the view of the store interior. 


This increase is largely due to 
the aggressive merchandising 
methods of Mr. Turley who had 
had no hardware store experience 
when he undertook the manage 
ment of the store two years ago. 
He is well aware of the value of 
advertising. for one thing, and 
now spends the equivalent of 2 
per cent of the gross income for 
advertising and promotion. 

This store. which is owned by 


Einar Johnson who operates an 
older and flourishing hardware 
store in the Cottage Grove section 
of Chicago, has a Hibbard, Spen 
cer, Bartlett & Co. franchise. Mr. 
Turley closely follows the sug- 
gested merchandising program of 
the “True Value” organization 
with direct mail as well as news 
paper advertising. 

The store advertises in the 
Daily Calumet which circulates 
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Servicing 2700 new homes is the reason. 








Laundry items and cleaning aids are 


throughout the Chicago South 
side. It also makes periodic direct 
mail campaigns, especially before 
the “True Value Sales” which are 
held twice a year. For a mailing 
list Mr. Turley uses one of the 
2700 homeowners who now reside 
in Jeffrey Manor. 

When Mr. Turley wants to re: 
mind the people in his trading 
area about their seasonal needs he 
sends them a friendly typed letter, 
of never more than two or three 
paragraphs, and signed, “Al.” 

He used a friendly letter like 
this to announce the opening of 
the store and as a result there were 





shown on this fixture. 


approximately 500 visitors to the 
store on Oct. 31, 1946, and about 
as many more in the next two 
days. 

When the store opened, Mr. 
Turley was assisted by only one 
full-time saleswoman and a high 
school boy who worked part time. 
Now he-has two full-time sales- 
women, a full-time salesman and 
another man who works about 18 
hours a- week during the time he 
can spare from another job. 

Mr. Turley says that the seven- 
day week does not present a per- 
sonnel problem because a_ stag- 
gered work schedule is used. 


Traffic appliances are featured on the display tables at the front. 
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The store is opened at 11 o’clock 
on Sundays, for the benefit of 
churchgoers. People from three 
churches pass the store, and many 
of them have developed a habit 
of stopping at the bakery which 
is next door to the hardware store, 
and which maintains the same 
Sunday hours. 

Mr. Turley states that he is 
pleased to have two efficient sales- 
women because the greater part 
of the business is provided by 
women customers. Because of this 
he insists that the store and its 
stock be kept clean and orderly 
at all times. Women start to dust 
and arrange stock between sales 
whereas men are apt to overlook 
these storekeeping chores, in the 
opinion of Mr. Turley. 


A Cheerful Store 


This store is a cheerfu’ »ne in 
which to shop for there ~ gener- 
ally music at all times. When 
records aren't being played a 
radio is going. 

Records, incidentally, have been 
developed into a substantial line. 
About 100 are sold each week at 
a price of 79 cents each. A dis- 
tributor provides a stock of the 10 
most popular records of the week. 
each Wednesday. On this weekly 
basis it is not necessary to carry 
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much reserve stock. The records 
are played on a player that has 
two-tube amplification, so the 
music is heard throughout the 
store. The music keeps the em- 
ployees as well as the customers 
in a happy frame of mind. Chil- 
dren’s records, too. are fast sellers. 


Toys Featured 


Since most Jeffrey Manor fami- 
lies have one or two children the 
store maintains a large selection 
of toys and wheel goods through- 
out the year. Toys are featured 
on a center table and during the 
Christmas season the outdoor 
paint stock is removed from the 
shelves and is replaced by toys. 

Most of the Sunday afternoon 
shoppers are men, who have little 
if any time during the week to do 
shoppitg. The pleasing part about 
this Sunday trade, according to 
the salespeople, is that the men 
customers generally have some 
definite purchase or two in mind 
when they enter the store and their 
transactions can be completed in 
much shorter time. Items most 
frequently bought by men on 
Sundays are gardening tools, 
grass seed, plant food, hand tools, 
paints, and plumbing and elec- 
trical sundries. ‘ 

The Johnson store co-operates 
with other Jeffrey Manor busi- 








Masculine merchandise is kept together. Note the fishing reels 
clamped to a rod so that they may be inspected but not stolen. 


nesses in sponsoring a lawn and 
garden contest. It joins with the 
others in promoting the idea that 
the new householders should im- 
prove their properties so as to 
make it a nicer community in 
which to live. Naturally this 
means dollars and cents to the 
hardware business. 

Last summer the store made a 
window display of the following 
items which were offered as 
awards for the best front and rear 
lawn and garden: a_ basket of 
flowers, 50 ft. of hose, a gold cup, 
a subscription to a newspaper: a 
lawn sprinkler, an alarm clock, a 





Come in. Let's talk it over. 


stg JOHNSON Harpware Co. 


2407-09 EAST 100th STREET, CHICAGO, LLINOIS 





Manage r 


Hote: Yor your convenience we are open Sundays from 
11100 A.M. to 2:00 P.M. Telephone SAGinaw 9477 


Friendly letters of 
this type win 
many new custom- 
ers for the firm 
and serve to re- 
mind people of 
items they need. 
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$25 bond, a lawn mower and an 
electric fan. 

The Johnson store is one of 
eight modern stores and shops in 
one of the two shopping centers 
which serve Jeffrey Manor. This 
development covers an area, one 
mile square, which until four or 
five years ago was just low-lying 
wasteland. At present there are 
about 2700 housing units in the 
project and about 500 more are 
expected to be added within the 
next two years. 


You Will Find Business 
Where There's Traffic 


(Continued from page 26) 

that a factor which will aid their 
company to grow is a unified com- 
munity plan for a_ better retail 
shopping district. Mr. Butter in 
recent years has taken the time to 
advocate, plan and pioneer such a 
program for community planning 
and newspapers and has published 
a picture of a scale model of the 
“Future Mitchell Street Shopping 
Center.” 

This model was made by a man- 
ual training teacher in a_ local 
school, cost $1,000, and was paid 
for by Earl Butter. The scale model 
was displayed recently in the But- 
ter store as well as in other area 
stores to inform the public of what 
could be done in creating a bette: 


shopping center. 

Other officers of Butter Hard- 
ware, in addition to Earl Butter 
and Eugene Semmann, are Mrs. C. 
Alva Broenen, vice president, and 
George A. Burmeister, treasurer. 
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eminine 


Angle Gives 





Gift displays show one-of-a-kind to create the impression of variety and mass. 


rn 
years ago Mrs. Pierre L. Mailloux 
of Woonsocket, R. I., looked about 
for some way of helping her hus- 
band in his retail hardware store 
-the City Hardware Co., Inc. 
While she could sell some of the 
store’s items, her husband assumed 
it was out of the question for her 
to undertake to sell the complete 
line efficiently and suggested the 
addition of a_ gift department 
which he felt she could handle 
very capably. 


On Residential Street 


The hardware store was located 
on a main street in the residen- 
tial section of the city. For some 
time Mr. Mailloux had used the 
adjoining store for warehouse pur- 
poses. This adjoining store had 
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proved a failure for practically 
every former tenant but the City 
Hardware Co. acquired it, mod- 
ernized it and built a connecting 
entrance to the hardware store. 


Gifts Pay Dividends 


This addition is now devoted ex- 
clusively to gifts and chalks up an 
annual sales volume equal to about 
one half of the hardware business. 
It has proved a good investment 
which wont be discontinued. 
About two years ago Mr. Mailloux 
passed away and his wife con- 
tinued the business along the es- 
tablished lines. 

“| have carried on according to 
my husband’s policies,” says Mrs. 
Mailloux. “I feature nothing but 
nationally advertised lines. They 
are the big sellers. People ask for 
merchandise by brand name and 


are slow to buy when substitutes 
are offered. Because they know 
that we carry well established 
lines, they associate our business 
with that same dependability of 
name. By purchasing well known 
lines, | know that my stock always 
has a definite, salable value. 


Keep Lines Separated 


“Another important factor is to 
keep hardware and gift lines sepa 
rate. When men go to buy hard 
ware, they do not want to see gift 
merchandise. They know just 
about what they want and they 
want quick service. On the other 
hand, women do not ordinarily 
care about general hardware mer- 
chandise. Oftentimes they have no 
idea what they want; they are not 
in a hurry generally, instead, they 
want to browse around and look 
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a Lift to Gift Sales 


The City Hardware Co., Woonsocket, R. |., where a lady is 
boss, has a dual personality—a complete gift store com- 


plementing an adjoining hardware store to build sales 









at everything. This is particularly 
so when looking for a wedding, 
shower or anniversary gift. At 
such times they welcome my suy- 
gestions and advice. 


Qualified to Advise 


“In this respect, | believe that. 
as a housewife and mother, | am 
able to give helpful advice, espe- 
cially on cooking utensils, electri- 
cal appliances and aids to enter- 
taining.” 

The gift department is adver- 
tised once every week in the daily 
newspaper with two 6-in. columns 
of copy. Ad heads include such as 
“Make City Hardware Co. Your 
Gift Store,” “Gift Headquarters 
for the Bride,” “Gift Headquarters 
for the Home,” “Colorful Dinner- 
ware.” The text always covers the 
entire range of merchandise, list- 





ing such articles as dinner sets. 
breakfast sets, glassware, pottery. 
billfolds, stemware, figurines. 
floral centerpieces, 
and handbags. By repeating this 
merchandise list. the firm has de- 


brass lamps 


veloped its gift business on an in- 
stitutional basis; aroused the 
reader’s interest, and created a de- 
visit and _ look 


sire to the store 


around. 


Newspaper Advertising 
Mrs. 


newspaper advertising on the gift 
business, having found that it in- 
directly boosts the hardware busi- 
ness. The weekly appearance of 
the City Hardware Co. name in the 
ads reminds people of the hard- 
ware merchandise though 
hardware items are not mentioned. 

She also places great emphasi-= 


Mailloux concentrates all 


even 









on her two window displays which 
are devoted entirely to gifts. New 
items are put in the windows im- 
mediately, since these are always 
good sales inducers. About three 
fourths of her gift business repre 
sents business. Its main 
stay are the people who live within 
a convenient radius of the store. 
They can’t pass by without notic- 
ing the window displays. 


repeat 


For interior displays, Mrs. Mail- 
loux shows only one-of-a-kind of 
all classes of gift merchandise. Ad 
ditional stock is kept in a rear 
stock room. One-of-a-kind displays 
create an impression of variety 
arrangement in the 


and mass 


space available. 
Gift Shop Appearance 


Kitchenwares, cutlery and smali 
electric appliances are shown in 
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the rear while hostess aids and 
wedding gifts are shown in the 
front of the store. The store’s 
overall appearance is that of a 
fine gift shop. Mirrors are used as 
backgrounds to enhance the ap- 
pearance of the shop and the gifts. 


One Line Helps Another 


“A surprising thing,” says Mrs. 
Mailloux, “is that gift items that 
sell in one locality will not sell in 
another. I have tried to determine 
what sells best in my locality. 


Artificial flowers and pottery are 
among my _ very best lines. 
Flowers often help sell the pottery. 
Show a piece of pottery alone and 
it has fairly good sales appeal, but 
fill it with an artistic flower ar- 
rangement and its sales appeal 
climbs quickly. 


Fast Movers 


“In the housewares lines, stain- 
less steel and glass are the most 
popular. Electric mixers, toasters, 
sandwich toasters. etc., are always 


very popular. Stemware is very 
good the year ’round. Lamps are 
one of our best lines. All hostess 
aids are excellent sellers because 
they make good appearance as 
gifts. Dresser-sets are good before 
Easter and Christmas. Framed 
pictures for the wall are also fairly 
good movers. We tried these in 
the large sizes, then in smaller 
sizes, but find the large-sized pic- 
tures the most popular. Our most 
popular number in this line is a 
hand-painted water color which 


sells for $27.” 


Large Stocks and Steady Turnover 
Build Profits in Belts 


-BELTS are traffic and profit 
builders for G. T. Dillman & 
Sons, Crawfordsville, Ind., a com- 
munity of 12,000 population. The 
large stock of belts at Dillman’s— 
a portion of which is shown in the 
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accompanying — illustration — in- 
cludes all sizes up to 100 in. and 
in three different widths. 

Many people visiting Dillman’s 
for the purpose of buying other 
lines will supplement their pur- 


This wide variety of belts, displayed between the paint and water 
system sections, attracts traffic toward the rear of the store. 
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chases with the acquisition of sev- 
eral belts as the result of seeing the 
30-ft. lineup of belts of all lengths, 
ranging from 85 cents to $3.95. 
They are displayed toward the rear 
of the store over displays of steel 
goods and water systems. Since 
many of them are displayed well 
above the reach of a person of 
average height a pole with a hook 
on it is kept right next to the racks. 
A table at one end of the display 
bears a price list and catalog data, 
which together with the pole en- 
courages self service on the part 
of the customers. 


Self-Service 


Most belt customers will serve 
themselves and where people are 
in doubt as to the specific size they 
need the store permits them to take 
three different sizes, with the priv- 
ilege of returning the two sizes not 
needed. Fully one third of the sales 
made from this huge stock of belts 
is on an impulse basis. 


Section Has Expanded 


Serving both city and farm 
trade this belt display is one of the 
largest to be found for many miles 
around. Repeat and multiple sales 
caused this section of the store to 
expand to its present size, from an 
original start of a small counter: 
stand, 
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ly 
in 
er Three long tables 
are devoted to a 
IC variety of items that 
rst farmers use. And 
. they are the first 
things the farmer 
ch sees upon entering 
the door. 
Go 
v- 
1e 
Ss, 
| | Expanded Store Keeps P 
ar 
- Xpandade ore neeps race 
Pe 
‘Hi * & 
Sf With Local Farm Expansion 
s. 
ry 
Jerome G. Schueth has added to his establishment 
rt to such an extent that he is able to serve the 
needs of his customers with greater efficiency 
9s Wars Jerome G. 
- Schueth, of Hampton, lowa, saw 
y that his farm customers were pros- 
“ pering during the war, buying 
‘ more land, raising larger crops, : 
t and purchasing more equipment, 
“ he figured they would be buying 
“ more goods from him and, that 
in order to keep pace with his 
customers’ needs, he should expand 
his business. 
Using that sort of sound logic, 
n Mr. Schueth made arrangements 
e to obtain another store adjacent 
s his 30 by 90-ft. establishment. He 
3 had entrances made to connect the 
D two stores and now he has room 
n to display much more merchandise 
r and to handle more store traffic, 
especially during busy periods. 
' Since 1940 the income of many The model kitchen serves as a magnet to draw the feminine customer. 
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This display of farm essentials is located near the wrapping 
and is a constant reminder to waiting farmers of things they need. 


of Mr. Schueth’s customers has 
doubled. and he has kept pace 
with this progress by doubling his 
store space. And his total volume 
of business has increased consider- 
ably as well. 

Mr. Schueth. in planning his 
store expansion, took into account 
practically all the merchandise 
needs of his farm customers. For 
example. he carries one of the 





Giftwares are to be found along the left side—the women's side. 
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largest harness stocks 
of lowa, even though the 
number of horses in the 


still have horses and they like to 


harness when it is needed. 
farmers come to Schueth’s 


items which they 


need. The harness items, dis- 
played effectively on a wall loca- 
tion at the rear of the store, build 
trafic and are worth keeping on 
hand for that reason alone. 

Farmers who stand at the wrap- 
ping counter at the rear find a dis- 
play stand near that spot, which 
contains such items as dairy equip- 
ment. pails, ash buckets, farm 
hardware and poultry equipment. 
All items are in order and make 
a fine impression. 

Not too far distant from this 
farm item table is the steel goods 
department, which is well stocked 
and lighted. Many of the steel 
goods are hung high enough so 
they can benefit from across-the 
store attention. 

During the past several years. 
Mr. Schueth has been adding a 
number of new fixtures to his 
store. Those in the center aisle 
are new and low, his idea here 
being that he wants to give people 

full view of the store from the 
front. He says this helps to in- 
duce customers to walk farther 
into the store and inspect mer- 
chandise on display at both center 
aisle and wall locations. 


Tables Attract Farmers 


The heavy rural item emphasis 
at this store is revealed by the fact 
that the first three long center aisle 
fixtures in the hardware depart- 
ment section of the new store are 
devoted entirely to items that 
farmers use. 

The left side of the store—the 
one which has been added—is de- 
voted primarily to items which 
appeal to farm women. Here are 
found a number of interesting and 
orderly gift and houseware tables 
and wall sections. This department 
is popular with farm wornen, many 
of whom are buying a great deal 
of this merchandise throughout 
the year. 

On this side of the store are the 
appliances, including a model 
kitchen. Mr. Schueth and his staff 
are selling many appliances to 
prosperous Iowa farmers these 
days. Model kitchens are provok- 
ing much interest among farm 
women, and he intends to promote 
this department heavily during the 
coming months. 
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By IRVING SETTEL 
Advertising Manager, 
Concord's Inc. 
Instructor of Advertising, 
Pace Institute, New York City 


N. advertising cam- 


paign for a retail hardware dealer 
is complete without the frequent 
use of sales letters along with other 
direct mail material. This adver- 
tising medium has very often put 
the finishing touches on a store’s 
promotion. It has performed tasks 
which no other mailer can do. It 
has sold merchandise where noth- 
ing else can sell. Hence. its im- 
portance cannot be overestimated. 

For the hardware dealer, the 
sales letter can do an excellent job 
of creating additional traffic. In 
addition, it is commonly used to 
(a) Stimulate immediate and fu- 
ture sales; (6) Open new ac- 
counts; (c) Sell new merchandise: 
(d) Collect bills, ete. Conse- 
quently, it will not be amiss here, 
to discuss this vital subject and 
review some of the important prin- 
ciples necessary for successful 
sales letters. 


It Is Uninvited 


Let us remember first, that the 
sales letter makes its way into the 
home of a prospect uninvited. This 
means that it must do its job of 
selling with “two strikes against 
it.” A store customer comes in for 
one specific purpose—to buy. The 
selling job is comparatively easy 
When the same person receives a 
sales letter, suspicion shrouds his 
mind as he opens it. 

Our first main task, then, is to 
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How to Write a Successful Sales Letter 





Ad-Viser 


The sales letter often puts the finishing touches 
on a store's promotion and gives impetus fo sales. 
This article tells how to put a real punch in them. 


get the recipient to open the letter 
—then read it—and finally. act 
upon your suggestion. 


How to Get the Recipient 
To Open the Letter 

The envelope is the prime factor 
in getting a person to open the 
sales letter. If it appears to be 
“just another ad.” there is a grave 
possibility that the message may 
be discarded unread. If, however. 
it seems to contain a message of 
importance, the contents will be 
eagerly read. How can we achieve 
this? There are a number of ways 
which have been tried successfully. 

If you can afford to use first 
class mail (somet.mes the quan 
tity is too large), the sales letters 
will do an excellent job of attract- 
ing attention to the inside message. 
When a person receives a sealed 
letter, containing a 3-cent stamp, 
he will undoubtedly open it—for 
ostensibly it appears to be a letter 
from a friend. 

If first class is too expensive, 
some stimulating message must be 
placed on the left hand side of the 
envelope. To be stimulating, the 
message must be short. It must 
offer effectively something which 
the reader needs. An example of 
one successful message is “Here’s 
a Note That Will Save You 
Money.” It arouses enough curi- 
osity to compel the person to look 
into the envelope. 

Let us assume that we have 
solved the problem of getting the 


reader to open the envelope. Our 
next problem is to get that sales 
message across in no uncertain 
terms. Yet, we must be subtle 
enough not to scare the potential 
customer away. Naturally, there 
is no formula for an absolutely 
fool-proof sales message. Ideas 
which have been successful in 
previous years are no longer “pull 
ing.”” In addition, there is always 
the human factor of change with 
which to contend. Nevertheless. 
we can list here some common in 
gredients of a strong sales letter 

which, if used, will contribute ma 
terially toward successful promo 


tion. 
Things to Remember 
The Opening Paragraph rhe 


first sentence or paragraph is of 
great importance. It is here that 
the writer will gain and maintain 
the attention of the reader. It is 
here, that enough curiosity must 
be aroused to carry the interest 
into the next paragraph. To do 
this, a sentence must pack a wal 
lop and at the same time, offer the 
reader something he seeds ot 
wants. For example, offer him 
merchandise or services which will 
satisfy basic desires for “conveni 
ence, quality and economy.” 
The Sales Message—The second 
section of the letter should be ck 
voted to the actual “sales mes 
sage.” Here is where you tell your 
story -— about your store — about 
the merchandise you are trying to 














sell, etc. It is important to use 
“reason why” copy—to show the 
reader why he should make this 
purchase. Tie-in the items with 
self interest by showing how they 
will contribute to his well being 
or gain. 

The Inducement and Close—If 
possible, get the reader to act at 
once. Immediate action is very 
necessary, especially while the 
message is taking effect. “Don't 
delay—act today” or “A limited 
supply of these toasters is available 
—so get your; while they last,” 
etc., are examples of slogans which 
will hasten the act of purchase. 

Throughout the entire letter, you 
must stress the importance of the 
product to the reader. Avoid tell- 
ing him your troubles. He is in- 
terested only in himself and his 
betterment—not in you and vours. 








Instead, play up self interest by 
saying—“You gain by these low 
prices.” If you can convince the 
reader that he will benefit, you’ve 
made yourself a good customer. 

Stunt Letters—If the idea is in 
good taste, a stunt letter may be 
used to advantage. For example, 
one hardware man headed his let- 
ter with—“HERE’S MY STORY 
IN A NUTSHELL.” He included 
with the letter an actual nutshell. 
Pins, feathers, nails, swatches, even 
money have been used on sales 
letters some were successful, 
some were failures. A good rule 
to follow is this: If a stunt letter 
is really good, it (a) doesn’t cost 
too much; (b) can be tied-in di- 
rectly with the product; (c) does 
not detract from the sales message ; 
(d) is practical in mailing. 

Trial Offers—A good method of 





convincing the reader of the qual- 
ity of your product is to offer a 
free trial for a limited time. This 
always helps to display your sin- 
cerity. A certain amount of con- 
fidence is established even if the 
offer is rejected. The process, how- 
ever, has been successful in open- 
ing up new accounts and increas- 
ing the sales with old ones. 

Make it Easy for the Reader to 
“Act Now”—As stated previously, 
it is important to get the reader to 
act immediately. This can be done 
by convincing the reader that he 
will benefit from the use of the 
product and by making it easy 
for him to make a favorable de- 
cision. Use, for example, return 
postcards, coupons, etc. Make the 
“filling out” procedure, simple. Be 
sure that instructions are under- 
standable by all. 


Putting on a Brand Show 





Goodsell's Hardware, Dowagiac, Mich., featured these appliances in its special window 
display during the week of Dowagiac's "Parade of Progress" brand program. This was 
the tenth in a series of similar educational programs held this year and was designed to 
show how brand names benefit the American public; how competition between brands 
contributes to national and community growth. Sponsored by the Dowagiac Chamber of 
Commerce in cooperation with the Brand Names Foundation, Inc., New York City, the 
Dowagiac program included a Homemaker's Theatre; special programs on the brand 
theme in schools and women's clubs; classes for retail store clerks, a parade, a window 


display contest for ret«ilers and extensive participation by civic and municipal agencies. 
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What Will Be the Effect on 
Our Entire National Economy 


Of FTC's Pricing Policies? 


Mr. Simon asks whether FTC's pricing policies will have 

beneficial or harmful results. ''The Congress must determine 

when, if ever, any seller is to be denied the right to compete 

for any business, in any market, with any competitor, under 

any pricing system including the absorption of freight, so 

long as he does not act pursuant to a conspiracy or agree- 
ment,’ he declares. 


By WILLIAM SIMON* 
Chief Counsel, 
Senate Trade Policies Committee 


Ares 25 years of 


litigating various phases of delivered 
pricing practices, the Federal Trade 
Commission achieved success in 
1948 when the Supreme Court and 
Circuit Courts of Appeals affirmed 
its orders in the Cement Institute, 
Rigid Steel Conduit, and Pittsburgh- 
Plus cases. 


Enveloped in Uncertainty 


The decisions in these cases and 
the arguments advanced by the Com- 
mission during those proceedings 
have enveloped in uncertainty all 
pricing practices, in industries where 
freight is a substantial part of the 
delivered cost, other than f.o.b. mill 
selling. Substantial numbers of busi- 
nessmen now urge Congress to 
amend the law to permit uniform 
delivered prices, uniform zone 
prices, and freight equalization or 
freight absorption tv meet competi- 
tors’ lower prices, when such sys- 
tems are practiced individually and 
not pursuant to a conspiracy or 
agreement. 

It is my purpose to point out to 
you the issues which must be de- 

*From an address, Nov. 18, 1948, be- 
fore the National Conference of Busi- 
ness Paper Editors, Statler Hotel, Wash- 
ington, D. C. 
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cided by Congress, with respect io 
the validity of pricing practices. It 
is of the greatest importance that 
the Congress and the people clearly 
understand the issue, for otherwise 
the proper answer to the problem 
may not be reached. 

Is the Commission’s pricing policy 
limited to conspiracy cases? If so, 
there is no occasion for concern by 
any one. Not only is the Commission 
opposed to all conspired prices, but 
the Congress is and I am certain will 
continue to be unalterably opposed 
to all price fixing conspiracies, as 
are and will be, the overwhelming 
majority of the American people. In 
fact, opposition to conspired price 
fixing is almost as universal as op- 
position to sin. 

Is the Commission’s pricing policy 
limited to the question of who pays 
the freight bill? If so, the issue is 
not of vital importance to our Amer- 
ican economy. Someone must always 
pay the cost of transportation, and 
it does not seem to be of controlling 
importance to our economy whether 
it is paid by the buyer or by the 
seller. 

The real issue which we must face 
is: What will be the effect on our 
entire national economy of the Trade 
Commission’s pricing policies? Will 
it be a beneficial or a harmful re- 








sult? Will that pricing policy im- 
pair or will it promote our free en 
terprise American competitive in- 
dustrial system? 

It must certainly be agreed that 
we cannot afford to impair the eco- 
nomic structure of our country and 
endanger our competitive industrial 
system, except as a calculated risk 
to achieve economic gains which out- 
weigh the foreseeable disadvantages. 
We must determine whether we can 
afford to impair the right of Ameri- 
can businessmen to openly and freely 
compete with each other, when it 
appears that this can only be done 
through freight absorption or freight 
equalization. 


Continued Opposition 


For more than 25 years the Fed- 
eral Trade Commission has opposed 
delivered pricing practices. In 1924 
it entered an order against the sub- 
sidiaries of the United States Steel 
Corp., affirmed in October, 1948, that 
requires them to sell at f.o.b. mill 
prices. 

In 1936 hearings were held before 
a Senate committee on the Wheeler 
Bill, which was expressly designed 
to outlaw uniform delivered prices 
and basing point systems. The pres- 
ent chairman of the Federal Trade 
Commission then testified in support 
of the bill and the Commission urged 
that the bill be passed. But the Con- 
gress did not pass the bill. 

At a later date, the Commission 
supported a definition of the word 
“price” in the proposed Robinson- 
Patman Act which would have de- 
fined the term: as meaning what the 
buyer pays, after deducting the cost 
of transportation. The Chief Justice 
of the United States Supreme Court 
later said that had Congress passed 
the bill in the form recommended by 
the Commission, it would have out- 
lawed all delivered price and basing 
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point systems. The Congress refused 
to pass the bill until that definition 
of price was stricken. 

In 1941 the Trade Commission 
urged the Temporary National Eco- 
nomic Committee to enact legisla- 
tion outlawing all basing point sys- 
tems. The Commission then told 
Congress that for 20 years Govern- 
ment experts had been fighting the 
basing point system and that f.o.b. 
mill pricing was essential for com- 
petition in the steel industry. Again 
the Congress declined to pass such 
legislation. 


Measure of Validity 


rhe validity of any pricing prac- 
tice must be measured by the pro 
visions of the Sherman Anti-Trust 
Act, the Federal Trade Commission 
Act, and the Robinson-Patman 
amendment to the Clayton Act. 


The Sherman Act outlaws all con- 


spiracies in restraint of trade. This 
includes all price fixing conspiracies. 
It includes conspiracies to fix prices 
through the use of f.o.b. mill selling. 
lo the extent that the Commission’s 
activities in the pricing field are con- 
fined to conspiracy cases, it re- 
quired none of the other legislation 
previously referred to, for price fix- 


ing conspiracies have been illegal 
since the Sherman Act was passed 
in 1890. 

The Trade Commission Act au- 
thorizes the Commission to outlaw 
unfair methods of competition. The 
statute does not define that phrase 
and neither the Court nor the Com- 
mission has ever done so. In a state- 
ment of policy issued by the Com- 
mission on Oct. 12, 1948, it advises 
that knowing parallel conduct is an 
unfair method of competition and 
illegal. The Commission concludes 
that identical prices are collusive 
and illegal regardless of whether 
they result from conspiracy or from 
competition. The Commission views 
similar prices resulting from com- 
petition as creating an economic re- 
sult undistinguishable from similar 
prices resulting from conspiracy. 
But most businessmen deny that 
those practices are each equally 
iniquitous. 

You will probably find that in any 
city many brands of chewing gum. 
cigarettes, gasoline. newspapers and 
many other similar products are 
sold at the same price. That simi- 
lar pricing pattern may well result 
from the fact that the sellers assem- 
bled in a smoke-filled hotel room 
and agreed to fix prices. But it may 





Panel Displays Attract Tool Customers 


ORT HARDWARE, Fort Atkin- 
son, Wis., is within a stone’: 
throw of several large factories 
and Ben Litz, owner, finds it profit- 
able to have a large hand and 
power tool department to attract 
factory workers into his store. 
Not only that but Fort Atkinson 
is located in a fine agricultural 
region, where many farmers are 
establishing home service shops. 
and they, too, buy numerous tools. 
Mr. Litz mounts a large part of 


the tool stock on easy-to-see panels. 
A few auxiliary display shelves 
have white backgrounds, against 
which the merchandise stands out 
clearly. 

“We make a lot of extra sales on 
iool items, just because folks can 
browse about inspecting the panel 
shown items,” says Mr. Litz. “Once 
a tool-hungry man gets a prized 
saw, bit. wrench or hammer in his 
hand, he’ll usually reach for his 
pocketbook.” 





Panel displays show the tools off to excellent advantage. 
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also result from the tact that the 
forces of competition do not permit 
one seller to charge more for his 
product than is charged by other 
sellers for similar products. The 
Commission. however, views all 
“knowing parallelism” in pricing 
practices as unfair methods of com- 
petition and illegal, without respect 
to whether the parallelism results 
from conspiracy or competition. 

Under this statute the Commission 
says it may be legal for one seller 
to use a basing point system, or 
freight absorption practice, but that 
such practice becomes illegal if it is 
subsequently followed by his com 
petitors. 


Would Be Illegal 


If a newcomer to the business 
world were to adopt a new, novel. 
and unheard of pricing policy, which 
violated no requirement of the law 
it would nevertheless become illegal 
for him to use that pricing practice 
if a substantial number of his com 
petitors determined that competition 
required them to follow the same 
pricing practice and they in fact 
did so. And it would not only be 
illegal for those who subsequently 
adopted the practice, but it would 
also become illegal for the originato: 
of the practice. 

It has been argued that a manu 
facturer cannot sell in distant mar 
kets without maintaining a sales 
force in those distant markets, and 
that a sales force cannot be main- 
tained without authorizing salesmen 
to systematically quote prices which 
are competitive. But the Commis- 
sion views salesmen as economic 
bootleggers. Many economists feel 
there is no economic justification for 
a salesman. 

Even if Gracie Allen can sell Max- 
well House coffee without the aid of 
salesmen, the small newcomer to the 
grocery industry cannot market an 
unknown brand of French dressing 
without salesmen. 

Some years ago a rather small 
manufacturer told me that one of his 
salesmen made $50,000 to $60,000 a 
year. This was more than the owner 
of the business made. Thinking that 
was a good job, I facetiously asked 
if he needed any more salesmen at 
that price. He unhesitatingly replied 
that he did. that he would like a 
half dozen salesmen that brought in 
enough business to earn that amount 
of money. 

The third statute by which the le 
gality of any pricing practices must 
be measured is the Robinson-Patman 
Amendment to the Clayton Act. The 
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key to an understanding of this Act 
is the Commission’s philosophy that 
price, as used in the Robinson-Pat- 
man Act, means the seller’s mill net 
return. It is the Commission’s view 
that a seller who sells the same prod- 
uct at the same delivered price to 
two customers who are located at 
unequal distances from his plant, re- 
ceives discriminatory varying mill 
net returns. A seller who sells at 
the same delivered price to custom- 
ers in a thousand different towns to 
which there are a thousand different 
freight rates has a thousand different 
mill net returns. These varying mill 
net returns also result whenever a 
seller absorbs freight on a sale to a 
distant customer in order to com- 
pete with a competitor whose plant 
is located closer to the customer. 
Such varying mill net returns are all 
discriminatory and they are illegal 
whenever they may injure competi- 
tion. 

In the Morton Salt case, the Su- 
preme Court held that an order of 
the Commission would be sustained 
if the Commission found a reason- 
able possibility of injury to competi- 
tion, 


The Cement Case 


The Commission’s complaint 
against the cement industry charged 
a conspiracy to fix prices througin 
the use of the basing point system. 
Its order found such a conspiracy. 
But when the case reached the Su 
preme Court, the Commission in- 
jected the mill net theory into the 
case. It then argued that the cement 
companies’ pricing policies resulted 
in illegal price discriminations ir 
respective of conspiracy or agree- 
ment. And its spokesman expressly 
conceded that a nondiscriminatory 
pricing practice in that industry re- 
quired uniform f.o.b. mill prices. 

The Commission has long con- 
tended that a buyer close to the 
seller's plant has an inherent eco- 
nomic right to purchase at lower 
prices than more distant competitors, 
because of his advantage of location. 
But what about the seller’s advan- 
tage of location? Is he to be denied 
the right to exploit his own advan- 
tage of location as to some of his 
customers and to try to offset his 
disadvantage of location as to other 
customers? 

The Commission’s Oct. 12, 1948 
statement of policy concludes that 
virtually all pricing systems, other 
than f.o.b. mills, are discriminatory 
and that they are illegal whenever 
those discriminations may be found 
to injure competition. 
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But the Commission expressly 
avoids giving any yardstick by which 
the legality of any pricing system 
may be determined. Its philosophy 
is that the Commission must be free 
to judge the legality of each case, on 
the individual facts in that case, 
after litigation before the Commis- 
sion. 

That statement of policy concedes 
that the legality of pricing systems 
is crucially affected by the idea of 
what constitutes injury to competi- 
tion through discriminatory varying 
mill net prices. But as to what is 
injury to competition, the Commis- 
sion says that at one extreme there 
would appear to be no injury until 
substantial numbers of people had 
become bankrupt, and that, at the 
other extreme, injury to competition 
might be found in any case in which 
there was a price difference, no mat 
ter how insignificant, between com- 
peting customers. The Commission 
does not indicate at which of those 
extremes or at what point between 
them it will fix the existence of in- 
jury to competition. 

Thus at a maximum, f.o.b. mill 
selling is required in virtually every 
American industry, and at a mini- 
mum a seller can never know in ad- 
vance of litigation with the Commis- 
sion whether any pricing practice, 
other than f.o.b. mill selling, is legal. 
It thus seems clear that any seller 
in an industry where freight is a 
substantial part of the delivered cost. 
can only sell with assurance that his 
pricing system is legal if he employs 
a uniform f.o.b. mill price. 

At the public hearings of the Sen- 
ate Trade Policies Committee, three 
of the principal attorneys for the 
Federal Trade Commission have con- 
firmed that conclusion and have 
testified that the only safe and cer- 
tain way of selling commodities with 
assurance that the pricing practice 
employed is legal, is to sell at f.o.b. 
mill prices. 


Conditions Changed 


When this country was founded, 
more than 150 years ago, most prod- 
ucts were sold on an f.o.b. factory 
basis. This was necessarily so be- 
cause the limited transportation 
facilities of the day required that 
commerce be largely confined to lo- 
cal markets. But as the transporta- 
tion, communication and financial 
systems of the nation grew, uniform 
delivered prices, zone pricing and 
freight absorption came into being. 
Many companies achieved national 
distribution of their products. 

Billions of dollars of the money 





of American people have been in- 
vested in industrial facilities and 
railroad properties in the belief that 
uniform delivered prices and freight 
equalization was both morally and 
legally proper. Many of these in- 
vestments may be impaired by a 
pricing philosophy which requires 
only f.o.b. mill selling. The owners 
of those investments complain that 
it is not fair to change the rules dur- 
ing the middle of the game. 

The steel industry originally grew 
up in Pittsburgh because of the 
availability of iron ore, coal and 
power. The cement industry original 
ly grew up in the Lehigh Valley be- 
cause it was long felt that only the 
rock in that area was suitable for the 
production of cement. The steel and 
cement industries have, of course, 
grown throughout the country, ani 
Pittsburgh is now a substantial sur- 
plus steel producing area, while the 
Lehigh Valley is a substantial sur- 
plus cement producing area. 


Freight Absorption 


Steel mills and cement plants in 
those areas say that they cannot coi 
tinue to stay in business, in normal 
times, unless they are able to ship 
their surplus production to distant 
areas, and that this cannot be done 
without freight absorption which 
now appears to be prohibited. 

The Pittsburgh Chamber of Com- 
merce is now actively engaged in 
encouraging industry to move to 
Pittsburgh. The erection of plants 
for steel users adjacent to the steel 
mills, seems to be inconsistent with 
the plant dispersal activities of our 
National Defense Program. 

It has been urged that f.o.b. mill 
pricing may eliminate dealer com- 
petition in many commodities. Foi 
example, it is said that the cement 
dealer in a given community who 
purchases his cement from the clos- 
est mill will be able to buy at a lower 
price and thus have a substantial 
competitive advantage over other ce 
ment dealers in the same town. This 
may ultimately eliminate competi- 
tion at the dealer level in commod- 
ities such as cement. This is par- 
ticularly so when the nearby cement 
mill does not care to have more than 
one dealer in the town. 

Fifteen per cent of the sugar con 
sumed in the United States is beet 
sugar grown in the Rocky Mountain 
area. Yet only 3 per cent of the 
population lives in that area. These 
beet sugar growers say they must. 
therefore. ship their beet sugar to 
distant markets; but when it is 


(Continued on page 64) 
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In every link 
SECURITY 


and 


SATISFACTION 


Customer satisfaction is a certainty when you 
sell Cleveland Chain. 


Every item in the Cleveland line is precision 
designed, manufactured to rigid standards 
and carefully tested. There’s security, safety and 
satisfaction in every link. 


Here in Cleveland members of our plant super- 
visory group (foremen and superintendents) 
average 26 years of service. Six have exceeded 
40 years. Many families claim three generations 


in our plants. 


Since its inception, our company has been 
















‘ é : 500,000 Ib. chain testing machine. 
actively and continuously managed by practical 


chain makers. Today management is vested in 


: ae Each length of Proof Coil Chain, BBB Chain 
three grandsons of the founder each of whom and Super Steel Chain is carefully inspected . . . 


every link is examined, 


possesses over 30 years of chain experience. To 
these men the production of fine chain is more 
than a business. I: is a tradition to be upheld... 
a reputation to be carefully guarded .. . a recog- 
nized responsibility which assures you that every 
Cleveland Chain product will be unsurpassed 
in quality. p & P00 


Security in Every Link 











Certified 
GANISTUIES “The Cleveland (hain & Mfg Co. 








Associate Companies: David Round & Son, Cleveland 5, Ohio 

. : , e The Bridgeport Chain & Mfg. Co., Bridgeport 1, 

ee endies a koue Bag ei Connecticut @ Seattle Chain & Mfg. Co., Seattle 8, 
pat : 7 a j . Washington e Round California Chain Co., So. San 

veneral superintendent of The Electric Weld Since 1869 ‘ties aged A., 

£ ag ~s , Francisco and Los Angeles 54, California e Woodhouse 


Department. He has a background of 40 years % 2 Ss ran 
in the chain industry. ia a Chain Works, Trenton 7, New Jersey. 
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Wholesalers— 


Economic Parasites ? 


Outlining the varied functions of the wholesaler, Mr. Langsam says that 
it must be emphasized that eliminating the wholesaler does not eliminate 
the wholesaling functions . . . It is significant to note that, whatever course 
is pursued, the costs attendant to the performance of these functions remain." 
He further states that, "The fact of the matter is that the wholesaler has 
contributed materially to the orderly expansion of the economy of our nation 
rendering invaluable services both to manufacturers and retailers. Com- 

ete industrial chaos would be the inevitable result of the elimination of 
wholesalers and the transfer of their functions to the manufacturer or retailer, 


p 
or both." 


| is no longer any 


room for doubt about our ability to 
produce. The major question con- 
fronting businessmen throughout the 
country is: “Can we achieve and 
maintain full profitable production 
and full gainful employment by sell- 
ing the output of our production 
giant on a continuing basis?” 

After an all too brief respite from 
their quack nostrums, we are again 
experiencing the emergence from 
their ivory towers of self-styled econ- 
omists who always thrive in periods 
of high prices. Pausing momentarily 
in their star-chamber proceedings 
they are again proclaiming vocifer- 
ously and incessantly to the unwary 
and uninformed that they have dis- 
covered a new panacea for the coun- 
try’s existing and anticipated eco- 
nomic woes. Their prescription for 
the new economic Utopia, peculiarly. 
assumes the guise of the familiar, 
time-worn bromides: 

1. The costs of distribution are 
inordinately high and must be re- 
duced. 

2. Wholesalers and, to a lesser de- 
gree, retailers are unnecessary mid- 
dlemen and these economic parasites 
who are responsible for the high 
costs of distribution must be elim- 
inated. 

3. Selling, sales promotion and 
advertising are wasteful, costly lux- 

*From a prize-winning essay, quoted 
by special permission of Ralph H. Lang- 
sam, and of the National Association 
of Wholesalers, sponsors of the contest. 
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By RALPH H. LANGSAM* 
Vice President and 
General Sales Manager 
Masback, Inc., New York City 
Instructor, Marketing Department 
New York University 
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uries which we can ill afford. Hence, 
they must be discarded. 

Let us focus our attention on the 
first two claims, which are insep- 
arable, consider their validity, and 
divorce fact from fiction. 


Costs Too Much 


\s a nation, we have long since 
discovered the effectiveness of slo- 
gans or catch-phrases in such widely 
divergent areas as_ political cam- 
paigns, advertising, bond drives, and 
in fighting cancer. It is not the least 
bit surprising, therefore, to find that 
the phrase, “Distribution Costs Too 
Much,” falls on receptive ears dur- 
ing a period of high prices when an 
aroused public is ready to pounce 
on anything which holds some prom- 
ise of providing relief. 

In 1929, the 20th Century Fund 
published the results of extensive 
research in the field of distributive 
costs. Their findings revealed that 
59 per cent of the consumer’s dollar 
represented the cost of distribution, 
and only 41 per cent the cost of pro- 
duction. In 1870, distribution costs 
amounted to only 25 per cent of the 
consumer’s dollar . . . it is fallacious 
to conclude blindly, on the basis of 
these facts, that distribution costs 
are too high or that our marketing 
system is inefficient. 





RALPH H. LANGSAM 


Distribution costs can be lowered. 
In fact, they can be eliminated. They 
were practically nil in the days of 
our so-called domestic economy 
when each family produced almost 
everything it needed. They were 
just as low in the days when the 
local cobbler, for example, made 
shoes to order for the people in his 
community who called at his home 
or shop. No distributive functions 
were performed, hence no distribu- 
tive costs were incurred. But the 
production costs were high when 
measured in terms of man-hours of 
work—-and consumers were com- 
pelled to pay relatively high prices 
despite the complete absence of dis- 
tributive costs. 

With the introduction and develop- 
ment of centralized production, divi- 
sion of labor, and machinery, and 
with the general expansion of manu- 
facturing facilities came the need 
for producers to find consumers and 
tell them how the wider variety of 
new and improved products served 
to satisfy long-felt needs and desires. 
This created the first significant dis- 
tributive functions, hence the first 
significant distributive costs. Per- 
centagewise, the costs of distribu- 
tion were infinitely greater than be- 
fore, but the resultant savings in 
manufacturing more than offset the 
costs »f marketing, so that consum- 
ers were able to buy superior mer- 
chandise for less. 

The steady increase in population, 
the development of rail, automobile, 
and air transportation, the construc- 
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BLACKSTONE 


CELEBRATES ITS 75*‘" BIRTHDAY 
with a HARD SELLING 


INTRODUCING THE BLACKSTONE TRIPLETS 





Three vivacious teen-agers who will present the story of Black- 
stone's famous 3-way washing action “Rubbing, Flexing and Flush- 
ing” in a new and unusual manner. The triplets will be featured 
in all Blackstone advertising and promotion material for '49 and 
will lend warmth and human interest to your sales message. 
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Only BLACKSTONE 44 
ee has this 3 in| Washing Action 


4 COLOR CONSUMER ADVERTISING 
IN LEADING NATIONAL MAGAZINES 


To gain maximum attention in the nation's leading magazines, 
Blackstone goes into a complete schedule of four color adver- 
tising in 1949. The first ad in the new series is scheduled to 
appear in the January 8th edition of the Saturday Evening 
Post. Be ure to watch for it. A giant four célor blow-up of this 











ad will be made available so that you can post it in your store 
and tie in with this powerful new campaign. 


AND A HOST OF SALES BUILDING 


Dealer Helps... 
Including a four color lithographed floor and window 
display that incorporates a real life size washer, a giant 
size white rayon banner, new four color folders, Diamond 
Jubilee pennants, window streamers, etc. Also a tran- 
scribed radio program, “ Blackstone, the Magic Detective,” 
special newspaper mat series, demonstration aids and 
loads of other sales helps. Watch for big broadside that 
will arrive in the mail. It tells how you can get all this 
material through your Blackstone Distributor. 


BACHE 
VEARS 
MAKING 


BETTER 
WASHERS 


BETTER s Yr @ 


1874-1949 





See the Blackstone Exhibit at Space 544A at the January Market. 











IS BACKING YOU UP WITH A 


Franchise %S6tR ano serter avvertisinc 
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tion of roads, and the geographical 
extension and decentralization of 
markets broadened economic _hori- 
zons and created new frontiers for 
American industry. Top management 
concentration was long focused on 
production and engineering research 
designed to increase manufacturing 
capacity and efficiency, but simul- 
taneously the scope and importance 
of the marketing job increased enor- 
mously. Despite the fact that greater 
distributive expenses were incurred 
for selling, advertising, financing, 
warehousing, and transporting, it 
soon became apparent that these 
costs were invariably more than off- 
set by economies made possible at 
the production level. It took no fer- 
tile imagination to realize that the 
achievement of efficient mass dis- 
tribution was a sine qua non for ef- 
ficient mass production and it is uni- 
versally recognized that this peerless 
combination has: 

a. Provided America with a stand- 
ard of living that is the envy of the 
world. 

b. Made available constantly bet- 
ter goods and services in constantly 
greater quantities to more and more 
people for less. 

Consumers are not especially in- 
terested in how their dollar is 
broken down percentagewise — be- 
tween production and distribution 
costs. Never in our experience has 
a consumer asked for this informa- 
tion when purchasing a piano, lawn 
mower, dress, or a can of tomato 
juice. The cost of distribution is an 
integral part of the total cost—and 
the consumer is interested only in 
the total cost. 


Only Two Ways 


Furthermore, it must be recognized 
that there are only two ways of re- 
ducing the costs of distribution: 

a. Eliminating functions or ser- 
vices, since costs are incurred when- 
ever functions are performed. 

b. Performing essential functions 
at maximum efficiency, hence lowest 
possible cost. 

In conclusion, it cannot be empha- 
sized too strongly that the return of 
a normal, competitive, buyers’ mar- 
ket may call for higher rather than 
lower costs of distribution. The 
maintenance of full production at 
peak efficiency may be dependent 
directly upon more extensive and in- 
tensive marketing research, sales- 
manship, sales promotion, advertis- 
ing and merchandising. Jf the net 
result is a further enhancement of 
our already high standards of living. 
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on a broader base than before, that 
end will certainly justify any pos- 
sible increases in marketing costs. 


Eliminate the Middleman 


Doomed to an early death from 
infancy, and at regular intervals 
thereafter, the wholesaler seems to 
have become inured to the periodic 
campaigns that are conceived to put 
an end to his supposedly unwar- 
ranted existence. He has been vari- 
ously referred to as an extortionate 
and wasteful profiteer, an economic 
leech or parasite, or just another 
unnecessary middleman who must be 
paid a profit. 

Those not thoroughly conversant 
with the facts can easily be hood- 
winked into believing that the costs 
of distribution could be reduced sub- 
stantially through the simple ex- 
pedient of eliminating the wholesal- 
ers of the country. They sometimes 
fail to realize that in a free, open, 
competitive system any form of com- 
mercial enterprise which does not 
serve a basic economic need ef- 
ficiently tends to wither on the vine 
and eventually die because it can 
be displaced readily by something 
for which there is greater economic 
justification. The fact of the matter 
is that wholesalers have emerged 
from the difficult war years more 
firmly entrenched in the nation’s 
economy than ever. As we have seen, 
mass production is dependent upon 
mass distribution — and mass dis- 
tribution is unattainable without 
wholesalers. 

It might be added categorically 
that the essentiality of the whole- 
saler grows in direct proportion to 
the expansion and resultant com- 
plexity of a nation’s economy. As 
markets widen dnd producers are 
further removed from consumers it 
becomes increasingly important for 
specialized marketing agencies to 
assume the vital economic functions 
which are relatively unessential in a 
simpler economic climate. The “ex- 
perts’” who suggest that the whole- 
saler be eliminated are victimized by 
fallacious’ reasoning. The following 
are but a few of their erroneous as- 
sumptions: 

a. That all manufacturers could 
sell directly to retailers if they 
elected to do so; and, as a corollary. 
that all retailers could buy directly 
from manufacturers if they elected 
to do so. 

b. That the elimination of the 
wholesaler would automatically re- 
sult in the elimination of his fune- 
tions. 

c. That great savings therefore 


would be effected in the costs of dis- 
tribution. 

d. That these economies would re- 
sult in lower prices to the ultimate 
consumer, 

e. That, as a result, the markets 
for all goods would be expanded 
automatically. 

Some extremists go a step further 
and argue that these gains could be 
augmented by the elimination of the 
retailer since it appears reasonable 
to assume that the fewer the number 
of links in the marketing chain, the 
lower the costs of distribution are 
likely to be. 

. . It must be emphasized that 
eliminating the wholesaler does not 
eliminate the wholesaling functions. 
The fact of the matter is that the 
functions per se cannot be elim- 
inated. The manufacturer who elects 
to circumvent the wholesaler and 
sell directly to the retailer absorbs 
the wholesaling functions himself, 
transfers them to the retailer, or 
divides the functions between them. 
It is significant to note that, what- 
ever course is pursued. the costs at- 
tendant to the performance of the 
functions remain. The relative costs 
are dependent entirely upon the rela- 
tive efficiency of the agencies per- 
forming those functions. 

Furthermore, it is patently im- 
possible for all manufacturers to sell 
directly to retailers, or for all re- 
tailers to buy directly from manu- 
facturers. Serious physical, financial 
and operating deterrents are un- 
avoidable, and these frequently in- 
surmountable barriers are obviously 
magnified for manufacturers who 
sell directly to consumers. 

Some popular misconceptions 
about the wholesaler are undoubted- 
ly attributable to the lack of ap- 
preciation of the economic functions 
that he performs. The layman real- 
izes that he buys and sells merchan- 
dise, but his understanding of the 
full scope of these functions is 
rather vague and his comprehension 
of other functions even more 
nebulous. 

The wholesaler has the unenviable 
assignment of serving two masters- 
the manufacturer and the retailer. 
Many wholesalers also sell to indus- 
trial plants and institutions. 


Services for Manufacturers 

Let us first consider the services 
which the wholesaler performs for 
the manufacturer: 

a. He provides a ready-made, as- 
sured market for the output of the 
producer. 

Comprised of customers who buy 
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NU-AIRFLO FEATURES FOR 
BETTER FISHING 


|. Exclusive Nu-Airflo principle, trapped air released slowly 
at every movement of the bucket keeps minnows alive 
longer. 


2. Patented top fastener of unbreakable spring wire. Just 
pinch to open, push to close, with one hand. 


3.98.7 % pure aluminum buckets. Assures extra long fife; 
is especially recommended for minnow buckets. Light in 
weight but built for heavy duty. 


4. Floats upright. Float chamber filled with plastic, more 
buoyant than cork. 


5. All edges rounded for safety. Eliminates cuts and 
scratches. 


6. Smooth, die-cut perforations in side of inner bucket. 


7. Two-piece design, fuil 10-qt. capacity holds 3 to 4 
dozen minnows. 


8. Strong, comfortable handles. 
9. Sturdy riveted handle holders. 


FEEDS MINNOWS 
FRESH, LIFE-GIVING 
AIR BUBBLES WITH 
EVERY MOVE! 





In the Car, Boat 





THE STANDARD MINNOW BUCKET 


Here's a big value in minnow buckets of standard 
design. Built for heavy duty of light, durable 98.7 % 
pure aluminum. Full floating, 2-piece, with all edges 
and inner container perforations rounded smooth. 
Same patented lid latch and Styrofoam filled float 
chamber as the Nu-Airflo. 





JOBBERS — HERE’S YOUR 
PROFIT OPPORTUNITY! 
Act now! Cash in on these popular, fast- 
moving minnow buckets! Every fisherman needs and 





wants one. Send for literature, prices and samples today! 


A Few Choice Territories Still Available 
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THE HOME OF CHROMTRIM 
GREENVILLE, PA. 


wen Lew Ul of JOS 


ae much too sand .. 


The mythical character with the seven-league boots would run himself 
ragged trying to compete with today’s distribution methods. For, despite 
his remarkable attainments, he would discover that delivering the goods 
today is no longer a one man job. 


That is one reason why R. D. WERNER COMPANY, manufacturers 
of CHROMTRIM, places utmost importance on the calibre of its co-workers. 


With the increasing demand throughout the country for CHROMTRIM 
metal mouldings, there has been a subsequent need for a smooth, flawless 
operation from the factory right down the line to the ultimate consumer. 
This need has been met. 


R. D. WERNER COMPANY is rightfully proud of its record of service 
and is happy to acknowledge its gratitude to those who made this record 
possible; the skilled workers in the plant have jealously guarded the 
quality of their product . .. sales personnel and the many CHROMTRIM 
distributors have done an outstanding job, supplying the thousands of 
retailers from coast to coast. Their fair dealing and efficiency have 
established a reputation of which the Company is proud. 


YES, THESE PEOPLE ARE OUR SEVEN-LEAGUE BOOTS! 


R. D. WERNER CO., INC. 


" 
1 Me j 








295 Fifth Avenue New York 16, N. Y. 
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regularly, this market is cultivated 
extensively and intensively, an as- 
signment which the average manu- 
facturer would find extremely costly 
and difficult, if not impossible. In 
this connection, it is significant to 
note that many manufacturers who 
sell directly to retailers in important 
metropolitan centers are dependent 
upon wholesalers for coverage of the 
small towns, hamlets, suburban, 
rural, and other remote, sparsely 
populated areas of the country. 

b. He provides a ready-made sales 
force. 

The wholesaler’s salesmen main- 
tain close, frequent contacts with 
all customers and prospects in the 
territories to which they are as- 
signed. It is readily apparent that, 
in the absence of wholesalers, many 
manufacturers would be confronted 
with an insurmountable barrier in 
recruiting, selecting, compensating, 
training, equipping, assigning, su- 
pervising, and stimulating the tre- 
mendous sales organizations that 
would be required to offer their 
wares to the nation’s nearly two 
million retailers. Furthermore, the 
sales costs would be prohibitive be- 
cause they would be applied directly 
to limited lines of merchandise 
produced and offered for sale by the 
average manufacturer. 

c. He makes possible optimum 
production. 

This is one of the major contribu- 
tions of wholesalers to efficient, low- 
cost operations, yet one of the least 
understood. Its validity is attested by 
the following: 


Knows the Market 


(1) The wholesaler has his fingers 
constantly on the pulse of the mar- 
ket. He knows or can determine the 
current and future demands for mer- 
chandise in his area of operation. He 
is in a better strategic position than 
the manufacturer or retailer to 
gather, interpret, and evaluate mar- 
ket data, both qualitatively and 
quantitatively. The producer is 
usually too far removed from the 
market and the individual retailer’s 
judgment can be influenced unduly 
by relatively insignificant and tempo- 
rary local conditions. However, the 
cumulative experience of the whole- 
saler with large numbers of retailers 
provides manufacturers with an in- 
valuable source of information about 
the market, the merchandise in de- 
mand, competition, price lines, cor- 
rect packing units, and other vita! 
matters. 

(2) Anticipating his needs, and 
recognizing the importance of hav- 
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Free Aaud 


NIGHT LATCH 





































PIN TUMBLER 
SECURITY 







It’s a Money Item—SELLS ON SIGHT 
or 


It's the only Night Latch a hardware 





dealer needs to stock. 
It has free Hand Operation % turn of 


COUNTER DISPLAY & DEMONSTRATOR knob or key and the latch stays back. 


we 


aa AVAILABLE NOW FOR 
IMMEDIATE SHIPMENT 


saa iaaiibiaias P.& F. Corbin 


-Cast Case, Strike & Bolt DIVISION 
THE AMERICAN HARDWARE CORPORATION 


© Neutral Gun Metal Finish NEW BRITAIN, CONNECTICUT 
Since 1849 


DESCRIPTIVE FOLDER 





@ Aluminum Die 


@ Cast Brass Cylinder 














GOOD BUILDINGS DESERVE GOOD HARDWARE 
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ing the right quantities of the right 
merchandise at the right price in the 
right place at the right time, the 
wholesaler invariably places fewer 
and larger orders than the retailer, 
frequently buying in carload quan- 
tities. He also stabilizes production, 
leveling out the uneconomic peaks 
and valleys, which are serious deter- 
rents to efficient, low-cost manufac- 
turing, by placing advance orders 
for seasonal merchandise. 

d. The manufacturer is able to 
select outlets with good credit rat- 
ings, thus reducing drastically the 
risks of bad debt losses. The whole- 
saler then assumes all credit hazards 
involved in selling to thousands of 
retailers. 


Stores and Finances 


e. The wholesaler stores the mer- 
chandise, financing the inventories, 
until needed by the retailer, thus 
minimizing the risks of obsolescence, 
deterioration, fire, theft, and price 
declines. As a warehousing special- 
ist, the wholesaler invariably utilizes 
space, labor, and equipment more 
efficiently than the manufacturer. 

f. The wholesaler enables the 
manufacjurer to effect further econ- 
omies in packing, transportation, 
billing, accounting, and in maintain- 
ing sales records. 

g. The wholesaler makes possible 
the successful introduction and 
prompt, extensive distribution of 
new items. 

h. Progressive wholesalers in 
many fields throughout the country 
have developed comprehensive, care- 
fully integrated sales promotion and 
merchandising programs designed to 
assure manufacturers of broader, 
more positive and aggressive repre- 
sentation than ever. The following 
are but a few of the tools now being 
employed extensively for this pur- 
pose: 

(1) Catalogs. 

(2) Direct mail and other pro- 
motional literature. 

(3) Show rooms. 

(4) Model stores. 

(5) Business shows attended by 
retailers. 

(6) Elaborate merchandising and 
management programs developed for 
retailers. 

(7) Distribution of manufactur- 
ers’ catalogs, price lists, circulars, 
electros, newspaper mats, and point- 
of-sale display material. 

So accustomed have we become to 
thinking in terms of big business and 
large metropolitan centers that we 
sometimes fail to realize that most 
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manufacturers are small scale opera- 
tors, with limited capital, far re- 
moved from the large number of 
retailers who are located in sparsely 
populated communities that are not 
readily accessible. Most retailers, 
too, operate on a modest scale and 
are dependent upon frequent pur- 
chases in very small quantities for 
fast turnover and satisfactory profits. 
The wholesaler’s functions are, 
therefore, indispensable. He enables 
the manufacturer to devote his time, 
effort, and capital to the production 
task and provides the following ser- 
vices to the retailer: 


Buying 


To ischarge his responsibilities 
as the purchasing agent for retailers, 
the wholesaler employs a staff of 
trained buyers and experienced mer- 
chandisers whose duties include the 
following: 

(1) Studying market conditions 
carefully. 





Ad Gives Thumbnail 
Outline of Firm 


MILWAUKEE'S 

MOST INTERESTING 
STORE 
IS AT 








Since 1903, Milwaukeeans have made Urich's 
their headquarters for Hardware .. . Locks 
+ + + Keys, and Tools. Recent years have 
seen the introduction of @ complete line of 
nationally famous Appliances, Radios and 
Milwaukee's only Television Balcony. Drop in 
and look around . . . no obligation. 


TOOLS @ HARDWARE @ KEYS @ APPLIANCES 











Purely institutional, even to the 
showing of one of its entrances, 
this recent 7 in. high by two col- 
umns wide ad, gives a brief history 
of B. Urich Co., Milwaukee, Wis. The 
heading, "Milwaukee's Most Inter- 
esting Store Is at Third and Kil- 
bourn,” is decidedly intriguing. 
Many people were attracted by 
this brief ad. Behind the store's 
modern entrance could be seen 
parts of various major appliances, 
in which the company enjoys con- 

siderable volume. 








(2) Anticipating their needs and 
reconciling their purchases from 
hundreds or thousands of manufac- 
turers to current market demands. 

(3) Making the best possible se- 
lections of merchandise, considering 
such important factors as quality, 
price, terms, turnover potential, 
availability, competition, service, 
packing, advertising, etc. 

(4) Always having in stock the 
right amounts of the right merchan- 
dise at the right time and at the 
right prices to serve retailers’ re- 
quirements, 

(5) Recognizing that markets are 
dynamic. Changes in demand must 
be anticipated to prevent the ac- 
cumulation of “shelf-warmers” in 
the wholesaler’s warehouse and on 
retailers’ shelves. 

As an exponent of large-scale buy- 
ing, the wholesaler effects economies 
in the form of quantity discounts, 
lower price quotations, or better 
terms. Furthermore, he frequently 
effects savings in transportation, es- 
pecially in instances where he buys 
in full carload quantities. Thus, the 
wholesaler makes available to the 
retailer a large variety of goods from 
one central source at reasonable 
prices. 


Warehousing 


The wholesaler assembles a large 
variety of merchandise and main- 
tains extensive inventories under 
one roof in order to serve the needs 
of his retailer accounts. In the ab- 
sence of wholesalers it is apparent 
that the retailer would be compelled 
to buy directly from a large number 
of manufacturers either by consult- 
ing hundreds of catalogs or by inter- 
viewing hundreds of manufacturers’ 
salesmen. This would obviously be a 
tremendous and extremely costly as- 
signment for the average indepen- 
dent retail merchant. Keeping a file 
of manufacturers’ catalogs and price 
lists up-to-date for ready reference 
every time he found it necessary to 


place orders certainly would prove 


far more cumbersome and _ uneco- 
nomic than making one telephone 
call, writing one letter, visiting one 
wholesaler, or interviewing one 
wholesaler’s salesman who is in a 
position to serve his total needs. 


Breaking Bulk 


Manufacturers who sell directly to 
retailers frequently establish high 
minimum levels of orders which they 
will accept, in terms of quantity, 
value, or weight, Thus, the retailer 
is compelled to anticipate his needs 

(Continued on page 85) 
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NATIONAL METAL PRODUCTS CO., INC., 2720 CHERRY ST., KANSAS CITY 8, MO. 
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ORDER NOW AND BE SURE YOU'RE 
READY FOR SPRING SALES 


Wide-awake hardwaremen are ordering their Hurricane rotary features that make 
power mowers NOW for top-profit sales this spring. Shortages sales easy 
of steel and vital materials used in building the Hurricane eogeeeaee 
may again force delays in shipment when the spring 1 fertope bade 
rush arrives. * cage pome governor. 
Now you can offer your customers an improved a Folding sidé guard tor 
rotary power mower that will cut tough, heavy grass % catty starting 
and weeds which reel-type mowers can’t touch. * pam pee tom 
Hurricane does an easy, velvety smooth job 
on all lawns. Its efficient, trouble-free rotary 
operation gives complete satisfaction. 


EASY SELLING 
HURRICANE 
INSURES CUSTOMER 
SATISFACTION 


Enthusiastic users from 
Florida to Seattle offer 
positive proof of Hurri- 
cane’s popularity earned 
by doing the right cutting 
job on any type lawn... 
cutting tough, troublesome VU YN 
weeds and high grass. No 





HURRICANE SPECIAL 
en, SAFETY GUARD 


“7 } This heavy aluminum guard — an ex 
clusive Hurricane feature—covers blade 








while engine is started, then folds back 
during cutting to permit even distribu 
tion of grass through throw out. 


HURRICANE HAS 


What your customers want! 






















. : c 
wonder Hurricane’s sales volume ie FanTip Blade—throws grass 
has almost doubled in just three years. Floating Friction Drive—in- evenly, prevents windrowing. 
eos * . : ° e sures constant driving con- UY. 2H.P. 
Precision engineering, combined with exclusive W tact between driven disc and eS: aoe 
Hurricane features, consistently builds sales for you — Se woods ond igh grass with 
. . . : y v 
sales that sfay sold! Start planning spring profits now. te Removable Blade Tips—re- * duty cutting. — Automatic 
® * * place original cutting edges governor maintains constant 
Contact your hardware jobber, or write direct for the Lpexpensively and easily. sclne speed dering Overy 
name of your nearest Hurricane distributor. Hurricane’s 4-wheel Car- kind of work. 
¢ . ‘ riage — keeps cutting unit loating Handle—st 
ATTENTION JOBBERS—write for complete information ein plane parallel to lawn at bebe g on Sp pein 
i - itori all times. . . regardless o hands while Hurricane fol- 
about the Hurricane. A few top-notch territories are tufts or stoolings, entire a f 
still open. lawn is mowed evenly. be over high or low spots. 
Silver Plated Drive Sheft— Far-front carriage and 
* assures engine and bearings handle connection permits 
extra long life, superior mower to glide effortlessly 
mechanical performance. over the lawn. 















































Lavatory Brush Container 
Metaloid Co., 5815 Kinsman Rd., 
Cleveland 4, Ohio, offers the “Stor-A- 
Brush” a new type of toilet brush con- 
tainer. Made to fit both long and 











short toilet brushes. Has a gleaming 
white baked enamel finish with a color- 
ful decoration consisting of two grace- 
ful swans. Inside the container there 
is a tinned drip pan which accommo- 
dates the water which drips from the 
brush. Pan is rust resistant and can 
be easily removed for cleaning. De- 
signed to serve the purpose of sanita- 
tion and convenience. Suggested to re- 
tail for $1.29. 


'Gardex' Wheel Edger 


Gardex, Inc., Michigan City, Ind., is 
introducing wheel edger No. 401 which 
features a thin razor blade cutting 
wheel with a razor sharp edge. Claimed 
to be ideal for cutting off overhanging 
grass, leaves and for maintaining the 
“tailor-trimmed” edge along sidewalks. 
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Suggested to retail for $2.50, slightly 
higher west of Rockies. 


Myers Power 
Sprayer Line 

A line of general purpose power 
sprayers has been offered by The F. 
E. Myers & Bro. Co., Ashland, Ohio. 
Models are designed with the same 
mechanical features characteristic of all 
Self-oiling  bull- 
dozer spray pump is the heart of these 


Myers equipment. 


units and is capable of both high and 
low pressure spraying. A 100-gal. steel 
tank is mounted in an all welded steel 
frame for sturdiness and permits the 
use of the equipment with all types of 
spray materials. Ability to convert from 
one model to another is a feature of 
the new general purpose sprayers. They 
are offered in four basic models—the 
engine driven skid model, two wheeled 
tractor power take-off; two wheeled en- 
gine driven model, and four wheeled 
engine driven model. All models have 
the same frame construction and the 
units are adaptable for all spraying 
requirements. Pressures and _ capaci- 
ties developed by this power sprayer 
are effective for tree spraying, animal 
spraying, fire fighting, cleaning ma- 
chinery, weed spraying and other jobs 
for the control of pests. Not harmful 
to crops, animals and humans, it is re- 


ported, 














Stainless Steel Awning 

Metal Awning Co., 2025 Fenkell, De- 
troit 3, Mich., is introducing stainless 
steel awnings for patios, windows, 
porches, doors, canopies, and_ store 





fronts. Awnings are fabricated of guar- 
anteed rustproof stainless steel. “Perma- 
Steel” awnings are said to be imper- 
vious to salt spray, acid fumes, coal 
dust and the most severe climatic con- 
ditions, says maker. Their neat, mod- 
ern design and choice of eight colors, 
are claimed to blend easily with any 
type architecture or structural mate- 
rial. Awnings are spot welded and eas 
ily and quickly removable. Light, rigid 
strut construction simplifies handling, 
says maker. Installed to individual 
measurements. Reported to be abso- 
lutely rigid. 


Desmond Simplex Vises 

The Desmond-Stephan Mfg. Co., Ur 
bana, Ohio, offers a complete line of 
vises for utility, home, farm and gen- 
eral use. Vises feature an enclosed 
screw and steel slide. Maker claims 
that this construction prevents side play 
of jaws and slide breakage. Line in 
cludes, 3, 34%, 4, and 5 in. jaw widths. 
All models have replaceable jaw in 
serts, swivel bases and pounding su 
face with cut-off tool and anvil. Vises 
are also equipped with pipe jaws and 
come individually boxed with two color 
label on box ends. Polished before paint 
ing and then finished in red enamel. 
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Associated Locksmiths of California 







Pay Tribute To Eagle for Outstanding 
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Introduced only a few months ago, the Eagle 
Universal Hydraulic Door Closer has already 
won high honors for its advancements in design 


and performance. 


Here is impartial evidence, from the men who make 
it their business to know, that it will pay you 

to stock and feature this all-purpose closer for 
standard interior wood and metal doors. 


EAGLE ee the only door 


closer that gives you right- 





hand, left-hand, hold-open or The EAGLE LOCK Company 
non-hold-open operation in Eagle Industries, Inc. 
one standardized unit . . . National Sales Representative 
110 North Franklin Street, Chicago 6, Ill. 
without mechanical change. 
— ( 
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Porter-Cable 
Floor Sander 


Model F-10 floor sander is claimed to 
be «dynamically balanced for  consist- 
ently even cutting. Weight of machine 
is evenly distributed eliminating possi- 
bilty of machine cutting more heavily 
on one side than on the other. Control 
handle is equipped with two Torrington 
needle bearings on the top end and a 
Hein belt-aligning bearing on the bot- 
tom, thus maker says a sensitive con- 
Reported 
to follow every contour of uneven floors. 


trol is exerted over drum. 


Features an interchangeable drum covet 
which is easily removed. Porter-Cable 
Machine Co., Syracuse 8, N. Y. 


‘Red Devil’ Edger 


Red Devil Tools, 130 Coit St.. Irving- 
ton, N. J., is offering the Red Devil 
floor edger, chief among the features 
of which is the position of the vacuum 
mechanism which carries the dust into 
the bag before it reaches the motor. 
Dust bag is out of the way of the oper- 
ator. Bag may be instantly removed 
after each job for it is tied to the open- 
ing. Fan takes the dirt into the bag 
and also keeps the motor cool. Edger 
is equipped with a new style handle 
designed to provide the greatest lever- 
age at a point of cut. Has a 7-in. sand- 
ing disc and a universal motor. Dise 
cutter is furnished without charge. 


‘Langley’ Level-Wind 
Casting Reels 
Lakecast 


model 
casting reel is fair traded at $10.50 and 


Deluxe level-wind 


WHAT'S NEW 





is conventional size featuring Anti- 
Inertia spool which is said to allow 
instant start and stop when lure strikes 
the water. Also is equipped with a 
gear box control said to permit easy ac- 
cessability to the gears without complete 
disassembly. Lakecast has 
ivory handles, high polished chrome 
housing and black end plate and gear 
box cover. Plugeast, companion reel to 


marbled 


Lakecast in looks and general features, 
has a narrow spool, 1% in. wide. Also 
sells for $10.50. The Langley Corp., 
San Diego, Cal. 


‘Floral Planter’ 


Ceramic Clock Co., 216 N. Clinton 
St., Chicago 6, Ill, offers a porcelain 
clock which is interchangeable for man- 
tel or hanging on the wall. Constructed 
to contain water for plants without 
harming movement in any way. Self- 
starting electric clock movement. It is 


9 in. overall, 64 in. high. Packed in- 
dividually, six to a carton. Weight, 34% 
jbs. 


Penn Pump Control 


Switch Co., 
Ind.. offers a pump control featuring 


Penn ELilectri« Goshen, 
a streamlined case and cover that is 
said to be completely watershed. In- 
corporating a two-pole contact struc- 
ture with reserve electrical capacity 
above its rating, is said to simplify 
buying and stocking problems by cover- 
ine all normal range and differential 
requirements in one control. Minimum 
cut-in’ point 5 Ibs.. maximum cut-out 
point 80 Ibs.. minimum differential 5 
Ib=.. maximum 59 Ibs. Control utilize- 
rust-resistant materials in’ the case, 
cover and operating parts to overcom” 
effects of corrosion. Switch requires 
mounting space of 1% in. turning ra- 
dius. Control is available in two elec- 
trical sizes—standard rated at 1 h.p.. 
115-230 V.A.C.. and 4% h.p. 32-115-230 
\.D.C.. and heavy duty size, rated up 
to 3 hp. A.C. and ' hp., D.C. Unit 
bulletin 2733 


which may be had upon request. 


is fully deseribed in 


Lawn ‘Clean Sweep’ 


The Clean Sweep Mig. Corp., 1934 
St. Clair Ave., Cleveland 14, Ohio, offers 


the “Clean Sweep” which is reported 


to clean up leaves, clipped grass, twigs, 
bottles, paper cups, or light snow 
Equipped with a tough bassin fiber 
bristle brush. Said to be adjustable to 
any type terrain. Streamline in design 
it is precision built of heavy gage 
pressed steel. Hopper of 5.9 bushel ca- 
pacity is of heavy colored stripe can- 
vas with aluminum bottom, claimed to 
be rustproof. Brush sweeps against 
extra baffle 2 in. behind front apron. 
Ball and roller bearings; hardened and 
ground precision wheel axle shafts. Ad- 
justable Rubber 
tired wheels, 10% in. diameter. Fin- 
ished in baked enamel. Available in 20 
in. sweep, at $22.95 retail and 28 in. 
sweep $37.50 retail. Shipping weight of 
28 in. 40 Ibs. assembled except for 
handles and hopper. 


telescopic handles. 


'Sippo’ Drinking Cup 

Dajay Products Co., 109 E. 29th St. 
New York City 16, N. Y., is making a 
novelty non-toxic, non-corrosive drinking 
cup, designed to increase children’s de- 
sire for drinking milk, juices and the 
like. Choice of pink and blue. May be 
sterilized in boiling water. To drink 
from it, pull head straight out, pour 
liquid into body, replace head and sip 
through trunk. Individually boxed in a 
cage-like package, shipping weight per 
item, 2 oz. Suggested to retail for 98 
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To Multiply Your 
Household Brush Sales 


Once more KELLOGG makes news that will ring again an 
again on your cash register — news that means quicker, easie 


selling — and more profits for you. 


FIRST, handsome new design . . . matched handles of beautift 
ivory “LUSTREX”, Monsanto’s durable, heat-resistant plastic 

. topped with brilliant, colored tips for eye appeal, slotte 
handle and brush fused so the 





for convenient hanging .. . 
can’t come loose. 

SECOND, new selection of all proved fast sellers — for stream 
lined merchandising. 


THIRD, many brushes actually bigger and better than ever. . 


some at new low prices... all with the same fat profit for you 


P.S. And the time-tested KELLOGG display unit creates 
“brush department” in itself, attracts attention, prompts in 
pulse buying. Start right with the new KELLOGG line for '4¢ 


*Long handles are of wood in durable ivory finish with matching colored plastic tips. 


Ke ellogg @ Crushes 


KELLOGG BRUSH MFG. COMPAN' 


‘ ’ vi 2 














MAKE WAY—MAKE SPACE! 
GREAT 
NECK 


HAND and PANEL 
SAWS 
ARE 
AVAILABLE 
AGAIN! 








CORSAIR! 
GLIDER! 
MUSTANG! 
TYPHOON! 
BERKSHIRE! 
SUFFOLK! 
PLYMOUTH! 
NASSAU! 

















"LEADERS ON EVERY POINT!” 
— SEE YOUR JOBBER! 


GREAT NECK SAW Mfrs., Inc. 


Mineola, N. Y. 
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‘Shu-Shine Master’ 


Johnson Specialty Co., 3922 Farrell 
Drive, Cincinnati 11, Ohio, is offering 
the “Shu-Shine Master” constructed of 


heavy cast aluminum. Holds the shoe 
firmly in a natural position leaving 
both hands free, says maker. Smooths 
out the wrinkles in the shoe. Screws 
are furnished for fastening the flat 
socket to the wall door casing, base- 
ment stairway, side of cupboard, ete. 
May be slipped from wall when not in 
use. Man’s toe plate is easily removed 
and replaced by smaller one for ladies’ 
and children’s shoes. Grooved heel 
plate prevents shoe from slipping off. 
Suggested to retail for $2.89. 


Roach, Ant Killer 


Gulf Oil Corp., 541 Gulf Bldg., Pitts- 
burgh, Pa., has developed a new type 
of insecticide using the insectical chem- 
ical, Chlordane. It also contains pyre- 





thrins and organic thiocyanates. These 
are said to be drive-out and paralyzing 
agents, thus permitting the product to 
exert a three-way insecticidal action. 
Gulfspray roach and ant killer, if thor- 
oughly applied and not washed or worn 
off the two per cent Chlordane concen- 





ration in the new insecticide kills 
roaches coming in contact with sprayed 
surfaces for six months after applica- 
tion, says maker. As it is not repellent, 
roaches do not hesitate to crawl on its 
invisible killing film. 


Key-Chain Bantam-lite 
Bantam-lite, Inc., 126 11th Ave., New 
York City 11, offers a key chain ban- 
tam-lite. It is 3 in. tall and the top is of 
translucent plastic. Metal case comes 
in three colors, maroon, royal blue and 
green. Each is packed in an individual 
three color box, a doz. to a carton with 
a free “stageset” display. Shipping 
weight is 2%4 lbs. a doz. and gross 





weight is 25 lbs. Suggested to retail for 
89 cents. Designed so that the light can 
be focused on the lock while the key is 
inserted. Comes complete with two pen- 
lite batteries and magnifying lens bulb. 


Package for 
Brass Valves 
Rockford Brass Works, Rockford, 


Ill., packaging its brass valves in eye- 
catching boxes for display on stock 
shelves. Six types of valves in the 
company’s line of plumbing brass goods 
are offered in the package. Simplifies 
stacking and conserves space. Labels 
are printed in large type to permit easy 
identification of contents to store per- 
sonnel and customers. 





HARDWARE AGE, DECEMBER 30, 1948 





Corl 
Unit 

P, 4 
is intr 
light c 
ments, 
bin un 
The sr 
Corbin 


jualiti 





Hardw 
unit in 
mecha 
to be | 
cies of 
tioning 
saw Cl 
in the 
tising 

assemb 
slides 

fast by 
adjusti 
claime 
operate 
knobs 

outside 
on the 
ated by 
in cent 
outside 
inside 

by kno 
“900” : 
ishes « 
satin c 
Cast bi 
throug! 


Alum 


“Dell 
Scout,” 
trailer 
lb. loa 
able fe 
ard siz 
is sug 
feature: 
bearing 
torpedo 
mud-fla 
“Whipc 
couplin 
the tra 
is lying 
much tl 
the de 
rubber 
ing for 


Lake, | 


HARD 





kills 
iyed 
lica- 
ent, 
| its 


New 


s of 
mes 





rd, 


ck 
he 


rds 


els 
[sy 
Pr- 








Corbin '900' Series 
Unit Locks and Latches 
P. & F. Corbin, New Britain, Conn., 


is introducing a type of} hardware for 
light commercial buildings, small apart- 
ments, and better class residences, Cor- 
bin unit locks and latches series “900.” 
The smaller streamlined versions of the 
Corbin unit lock have all the essential 
jualities of the original, says maker. 





Hardware is assembled in one complete 
unit in the factory. Adjustments to the 
mechanism by carpenter are reported 
to be unnecessary and minor inaccura- 
cies of installation will not affect func- 
tioning of the lock. Maker says only two 
saw cuts are needed to make a slot 
in the edge of the door and no mor- 
tising is necessary to the lock. Entire 
assembly, lock, knobs and escutcheons 
slides into the cut and is made 
fast by two bolts without touching or 
adjusting the working parts, it is 
claimed. Unit lock for entrance doors 
operates by key from outside and by 
knobs from either side except when the 
outside knob is locked by a thumb turn 
on the inside knob. Interior lock is oper- 
ated by a knob from either side. Button 
in center on inside knob locks against 
outside operation, yet releases at turn of 
inside knob. Interior latch is operated 
by knobs from either side at all times. 
“900” series locks are available in fin- 
ishes of dull bronze, polished brass, 
satin chromium or polished chromium. 
Cast brass and bronze material is used 
throughout. 


Aluminum Bicycle Trailers 


“Deluxe Whipco Chief” and “Whipco 
Scout,” the all aluminum bicycle 
trailer models are factory tested for 200 
lb. loads and are claimed to be suit- 
able for operation behind any stand- 
ard sized bicycle or motor bike. Chief, 
is suggested to retail for $17.95 and 
features semi-pneumatic tires, roller 
bearings, polished, die-cast metal fender, 
torpedo side reflectors, jeweled rubber 
mud-flaps and ruby glass reflectors. 
“Whipco” no-tip hitch permits instant 
coupling and uncoupling and will keep 
the trailer upright even! if the bicycle 
is lying on its side. “Whipco Scout” is 
much the same as the Chief, but without 
the deluxe fittings and using solid 
rubber tires and sleeve bearings, retail- 
ing for $12.95. Whipple Mfg. Co., Spirit 
Lake, Jowa 
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COMPLETE LINE new, improved Gas Space Heaters 
... Circulators . . . Circulators with Radiants 
Radiants. 


* 


KOL-GAS Magazine Heaters for burning 
wood or coal. 


* 


ROYAL FIREPLACE FURNISHINGS . . . Andirons 
... Firesets ... Screens . . . Firelighters. 


* 
Don't miss the Royal line at the January Furniture Market 
SPACE O—1I7th Floor, January 3-15, American Furniture Mart 


CHATTANOOGA IMPLEMENT & MANUFACTURING CO. 
CHATTANOOGA, TENNESSEE 





























$2.25 gal. 


*HOUSEPAINTS 


$1.45 and $2.65 gal. 


Write for Color Cards and Prices 
on Full Line 


*Note prices quoted are zone 1 within 
300 Miles of Cleveland, Ohio 
Choice territories open for salesman 


BARRY PAINT CO. 


CLEVELAND 5, OHIO 
















































See your local jobber or — 
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Electrical Outlet 
‘Plug-In Strip’ 


National Electric Products Corp., 
Chamber of Commerce Bldg..  Pitts- 
burgh 19, Pa., is introducing a “Plug 


In Strip” which can be seen in the 
illustration mounted just 
molding at the back of the street win 


dow. It is said to afford a handy and in 


below the 


conspicuous electrical outlet every 18 
in. This strip features a solid continu- 
ous copper conductor system and a 
simplified installation without disassem 
bly. Unit does not have any connecting 
screws in the electrical system. Strip is 
available in two lengths and two spac- 
ings of receptacles. Six ft. lengths have 
outlets either 6 or 18 in. apart. The 3 
ft. length ha- outlets spaced every 6 


in. Ten matching fittings are available 


including exterior, interior and flat el- 
bows; center and end feeds, and blank 
fill-in strips for ‘placement in inacces- 
sible places as behind radiators. Two 
No. 12 AWG copper conductors have 
been factory wired into the strip 24 
gage steel channel which has a_per- 
manently locked-in capping. When full 
lengths or parts of lengths are joined 
in an installation, a copper barrel con- 
nector is crimped over the conductor 
ends. This produces, says the maker, a 
mechanically-massed copper connection 
and provides a solid copper conductor 
from panel box to last outlet, and elim- 
inates soldered and screwed connections 
in the circuit, 


Creeping Lawn Sprinkler 


South Bend South 
Bend 19, Ind., is introducing a creeping 
sprinkler automatically 
sprinkles a lawn and then shuts itself 
off. “Lawnmaster” will travel any pat- 
says the 


Automatic Inc., 


lawn which 


tern laid out by the hose. 
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maker. It weighs about 5 Ibs 
kler propels itself on the hose by means 


lirect 


Sprip 


of two rubber roller= that are 
gear driven. Equipped with four skids 


instead of wheels. it is reported not to 





driven 


bog down. One of the 
a universal type joint that 


gear 
shafts has 
allows the rolls to spread and go over 
a spice or cuupling on the hose. Maker 
says a leak proof shut-off allows the 
user to sei pattern and leave sprinkler 
unattended, 


'Sat-T-Sheath’ 
Outdoorsman Knives 


Waltco Products, 2300 West 49th St., 
Chicago 9, Ll, is 
knives for all outdoorsmen—pocket 
Woodsman knife, pocket Fisherman 
knife. Handle folds around blade to 
make the “Sati-T-Sheath.” Unit is 4% 
in. long when folded, weighs 4 oz. 
Takes a second to open for use. Blade 
is made of finest tool steel, says maker. 
Fisherman’s model has both serrated 
and keen edge plus handy knife hook. 
Safety catch both open and closed posi 
Measures 814 in. open. Shaped 
to fit the palm, the aluminum and plas- 
tic handle with the fold-away feature 


introducing two 


tion. 


gives easy use and easy carrying. Keen 
cutting edge of the tool steel blade is 





claimed to be super hardened. Indi- 
vidually Cellophane wrapped, packed 12 
to the carton. Suggested to retail for 


$2.95. 
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"77" Screw Assortment 


A wood screw assortment has recent- 
ly been announced by the National 
Lock Co., Rockford, Ill. Called the 
“77” assortment, it offers excellent 





profits plus many new merchandising 
advantages, says maker. According to 
the manufacturer, the assortment is 
made up of three major types of wood 
screws in 18 different sizes and diam- 
eters. Each type is packed in a differ- 
ently-colored, two-ply Cellophane envel- 
ope. This new “Selection by Color” 
provides ease of identification, greater 
handling convenience and more con- 
sumer appeal. Packaged in green en- 
velopes are 12 different flat head, 
cadmium plated screws. In orange en- 
velopes are three different round head, 
nickel plated screws. Included in yel- 
low envelopes are three different ‘flat 
head screws in solid brass. Packed two 
doz. envelopes in an attractively-labelled 
carton. 


Lawn-Shaped 
Sprinkler 


Melnor Metal Products, 254 Canal 
Street, New York City, offers a new 
spray designed for rectangular lawns. 
The spray is rectangular in shape. It 
covers the lawn with a fine mist spray, 
yet keeps the sidewalks dry, says maker, 
and spares the clothes of passersby. 
With no gadgets or moving parts to 





break, it is claimed to be absolutely 
safe even with children or pets around. 
Completely rust-proof, 6%4 in. x 7% in. 
solid brass with %4 in. cut thread hose 
fitting. 


HARDWARE AGE, DECEMBER 30, 








1948 








NEW YORK 


ELECTRICAL 
APPLIANCES 


FOR A QUARTER OF A CENTURY 
THIS TRADEMARK HAS STOOD FOR 
“QUALITY AT POPULAR PRICES” 

















The Famous EMPIRE 
Electric PERCO-DRIP 


method of coffee-making al 
able oils to produce 
clear, rich coffee. Starts 
percolating in 60  sec- 
onds. Modern design, 
polished seamless alu- 
minum with cool, 
molded handle, scratch- 
proof feet, patented di- 
rect-heat emersion ele- 
ment and insulated valve- 
less pump. In 5 and 9 
cup sizes, 


EMPIRE ELECTRIC 


offers 





9 
No. 769 


Suggested Retali 
Price $3.95 
















proof 


EMPIRE FOCAL-RAY 
ELECTRIC LANTERN 


is the favorite of sports- 
men, farmers, motorists 
—all who need handy, 
dependable, _night-light- 
ing. Changes from wide- 
spreading floodlight to 
powerful spot at turn of 
the lens head. All-posi- 
tion pivot base turns 
beam in any desired di- 
rection. 


TWO RIVERS, WISCONSIN 


extracts only the desir- \ 






No. 1802 
Suggested Retail 
Price $4.75 


Smartly modern chrome finished 


TOASTER 


outstanding fea- 


tures. Handles two large 
bread slices, turns them 
by a flip of the door. 
Large flat top for toast- 
warming. Extra large 
heating element for uni- 
i form toasting. Durable 
’ Construction, 
enameled base, scratch- 


black 


feet, large cool 


handles. A quality toaster at popular prices. 






FOCAE-Ray 
U 





Suggested Retail 
Price $3.25 


RETAIL PRICE SLIGHTLY HIGHER IN WEST 


CHICAGO 
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POCKET SIZE , K-D No.90 





; I'm a Carpenter ! 
/"I find 100 uses 
for my K-D Nailpuller” 


owl 

















I'm an Electrician ! 


“Versatile as 




















Insulation Mechanic ! 


“Convenient, 
easy to use” 






















I'm a Shipping Clerk ! 
“Fits my pocket, 
ready to use ” | 


EASY TO USE! 


a 1 2 ~ PA 3 
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Fig. | above: Driving jaws under nailhead, 
or staple. Fig. 2 Pulling. Fig. 3 Pulling wire 
fence staples. Only tool of its kind on the 
market! Pulls up to tenpenny nails easily. 
Write for literature. 


K-D Mfg. Co., 526 N. Plum St. 
Lancaster, Pa. 
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WHAT'S NEW 











Mirro-Matic ‘8' 

The Mirro-Matic “8,” an 8-qt. pres 
sure pan and canner, is being an 
nounced by the Aluminum Goods Mfg 
Co., Manitowoc, Wis. 





The Mirro-Matic “8” is said to 
speed-cook an eight lb. pot roast, ham 
or chicken making it ideal for large- 
family cooking. For pressure canning, 
it holds 4-qt. jars or 7-pt. jars or 7 
No. 2 cans. Construction of the new 
“8” is identical with that of the 4-qt. 
“Mirro-Matic,” except that an addi- 
tional side grip has been attached to 
also make this larger size easy to handle. 
It retains all of the speed, safety, and 
convenience features which the 4-quart 
size features. Outstanding among these 
is the selective “Mirro-Matic” pressure 
control which automatically prevents 
pressure from going higher than the 
recipe requires, says maker, 5, 10 or 
15 lbs. The domed cover and the eas- 
ily cleaned Neoprene self-sealing gasket 
are also present on the larger model. 
Suggested to retail for $17.95 in East 
and $18.95 in the West. 


Door Holder, Welding 
Clamp Display Panels 


Grand Specialties Co. 3135 W. 
Grand Ave., Chicago, IIl., offers two 
yellow and black display panels, one 
to accommodate a selection of door 





holders and the other a selection of pro 
duction and welding clamps. Choice of 
sizes and styles is subject to individual 
dealer’s sales possibilities. Panels have 
metal hooks and eyes for easy installa 
tion between twe regular display door 
panels, on a post or suspended in store 
or window. Each is easily removable 
for customer handling and inspection 


Ekco Wall-Type 
Can Opener 


Ekco Products Co., 1949 W. Cicero 
Chicago, has introduced an improved 
“Flint Precision Wall-type” can opener 
This wall-type can opener is designed 
with a rugged die-cast frame, and is 
finished in heavy chrome plate. Features 
a hollow ground drive wheel of especially 
hardened and tempered tool steel. The 
can opener is individually boxed in 8 








burgundy and grey gift package. Wall 
bracket, screws and full instructions 
are included. The can opener is priced 
at $3.95 retail. 


Wickwire Rope Catalog 


The Colorado Fuel & Iron Corp. 
Wickwire Spencer Steel Division, 500 
Fifth Ave.. New York City 18, has is 
sued a rope catalog marking the 50th 
anniversary of the Palmer, Mass., rope 
plant. New charts, tables, drawings 
and photographs were included to pre 
sent a different approach on wire rope 
Test is reported to be pleasing to the 
technical man and still understandable 
to the layman. Has three indexes. First 
section covers characteristics of wire 
rope, second has been divided into six 
parts, describing wire rope for specific 
industries and the third section deals 
with the care and handling of wire 
rope 
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Liquid Masking Tape 

Ramsell Products, Inc., 712 S. Fifth 
Ave., Maywood, IIl., is offering a liquid 
masking solution which keeps paint, 
lacquer and other coatings off wood, 
glass, metal and similar surfaces. Solu- 
tion, based on Vinylite resins, is easily 
brushed on the surface to be masked. It 
dries in about 10 seconds, says maker. 
When paint is dry the plastic shield 
may be peeled off like tape. Suggested 
to retail for 49 cents 


Blue Star Kitchen Unit 


Blue Star Kitchenaider CHB-40 fea 
tures doors that slide on roller bear 
ings, sliding fluted glass doors, alumi 
num bound, heat-proof, chip-proof 
Formica top, 25 sq. ft. of sheif space, 
25 by 40 in. work top and twin socket 
electrical outlet. Entire unit measures 
40 in. wide by 24 in. deep. Upper sec 
tion is 12. in. deep and total height is 
68 in. Enamel finish and highly pol- 
ished chrome-plated pulls. Kick base 
is rounded, back is dadoed into sides 
for protection against dust, wood is 
triple sanded and triple sprayed with 
a final coat of heat dried gloss enamel. 
Blue Star Millwork Corp., 2977 Crop 
sey Ave., Brooklyn 14, N. Y 


Washline Pulley 


The “Kleenline Giant Super” ball 
bearing washline pulley, made by Wm. 
H. Zimbalist, Inc., 262-64 Greene Ave., 
Brooklyn 5, N. Y., has a built-in bristle 
brush which 
passes through it. Made of cold drawn 
steel, zinc plated, it is claimed to be 
rust proof. Packed one doz. to a box; 
12 boxes to a shipping carton. Sug 
gested to sell for 69 cents 


cleans washline as it 
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[IT'S NEW... LOCK-EASE° 








NEW DISPLAY 


Sells Lock Fluid 


{merican Grease Stick Co., Muskegon, 
Mich., is offering a colorful easel display 
card (right) to push its new LOCK-EASE 
lock fluid at the point of sale. 

Furnished without additional cost to 
the dealer with every dozen cans of 
LOCK-EASE, the display points out ad- 
vantages and uses of the product. The 
card is die cut to hold a 4-0z. controlled 
flow can. Another can may be placed in 
the slot at the base of the display for cus- 
tomer inspection and “serve-self” sales. 





LOCK FLUID 


PROTECTS AGAINST FREEZING -RUST- WEAR 





Adopted by leading oil companies acceptance for household and industrial 
for the service of customer cars, use. Distribution is through hardware 
LOCK-EASE is expected to gain wid jobbers. (Advertisement. ) 























GIVES BEST 
PROTECTION 


ne cE LING: 
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OGpaypwoiGed 
LOCK FLUID 


IF YOUR LOCK IS APT 

70 FREEZE --- TAKE 

PRECAUTION --- USE 
- LOCK-EA 
















CREEPS /N - STAYS PUT- 
SEALS OUT MO/STURE 











2 
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PROGRESSIVE STEP 
IN LOCK MAINTENANCE 


SELL LOCK-EASE FOR 
IMPROVED SERVICE ON EVERY 


TYPE OF LOCK MECHAN/IEM 
LIST PRICE 354 


ORDER FROM YOUR JOBBER 





























eS 
Be scot 
THIS WAY FOR STREAM 


TO FLUSH OUT 
MOISTURE AND DIRT 


ta 


THIS WAY 
FOR DROPS 











ADOPTED BY 
LEADING O/4 COMPANIES AMERICAN GREASE STICK co. 
MUSKEGON, MICHIGAN 
AS A BETTER METHOD 
1948 63 
















RUBBER 
CUSHION 


GLIDES 
(\ 


hy 











Popular, Fast-Selling Glides 
that Give: 

Easy Sliding Action 
Quietness—Floor Protection 
Flat, heavy-gauge, hardened steel 
base. Live rubber cushion... pat- 


ented, high-quality construction. 


Put Them On Your Counter 
...and Watch Them 
Move... 









No.CG-90 . .. KD. 
No. CG-91 . . . 1%" D. 


Order from your BASSICK Distributor, 
along with Bassick Casters. THE 
BASSICK COMPANY, Bridgeport 2, 
Conn, Division of 
Stewart-Warner Cor- 
poration. Canadian 
Division: Stewart- 
Warner-Alemite 
Corporation, Ltd., 
Belleville, Ontario 





r MAKING MORE KINDS OF CASTERS 
MAKING CASTERS DO MORE 














What Will Be the Effect on Our Entire National 
Economy of FTC's Pricing Policies? 


(Continued from page 44) 


shipped east, «A competes with 
Cuban cane sugar; and when it is 
shipped west, it competes with 
Hawaiian cane sugar. The beet sugar 
growers say they cannot sell the nor- 
mal production of their product 
without absorbing freight and _ re- 
ceiving varying mill net returns. 

The manufacturer of any product 
made from minerals or farm produce 
acquires a _ substantial inbound 
freight advantage if he locates his 
plant close to the source of his raw 
materials. Those raw materials, how- 
ever, are found only where nature 
placed them, and generally man has 
not chosen for the site of his large 
consuming areas the same _ sites 
chosen by nature for her deposits of 
natural resources. 

Thus the manufacturer with an 
inbound freight advantage, because 
of his proximity to the source of his 
raw materials, automatically ac- 
quires an outbound freight disadvan- 
tage in shipping his finished prod- 
ucts to the consuming areas where 
his customers are located. And the 
manufacturer who locates his plant 
in the consuming area, in order to 
acquire an outbound freight advan- 
tage, automatically acquires an in- 
bound freight disadvantage. 

It has never been questioned but 
that a manufacturer may absorb in- 
bound freight costs. 
determine whether the manufacturer 
with an inbound freight advantage 
may not be permitted to absorb out- 
bound freight in order to compete 
with competitors located closer to 


We must now 


the customers. 

On Nov. 18. 1948, the Senior As- 
sociate General Counsel for the Com- 
mission, who tried all these cases in 
the courts, gave illuminating testi- 
mony with respect to warehousing 
and trucking practices. He testified 
that a manufacturer who had a chain 
of warehouses throughout the coun- 
try in local markets, could ship his 
products to those warehouses and 
absorb the full cost of transporta- 
tion on such shipments. He further 
testified that these products or com- 
modities could then be sold out of 
the warehouses at local prices which 
did not include the freight to the 
local market. 

And in answering a hypothetical 
question, he testified that a competi- 
tor of that seller, located across the 
street from his plant if you please. 
who did not have such a chain of 


warehouses, could not sell his prod- 
ucts in those distant local markets 
without charging the full freight to 
the local market, and that he could 
not regularly and customarily meet 
the local prices of the chain ware- 
houses operator. Thus the ability 
to compete on a national basis may 
well depend on the seller’s financial 
ability to build a chain of ware- 
houses. 

You will be further interested in 
his testimony that a seller who owns 
a fleet of trucks may legally con- 
sider transportation costs in those 
trucks as a cost of his doing business 
and is not required to charge the 
transportation cost to his customers 
But a competitor, across the street if 
you please, and making the precise 
ly same article, shipping into the 
same areas, through trucks of a com- 
mon carrier, is required to charge 
the customer the full freight. 

Thus, a seller’s ability to compete 
in distant markets may well depend 
on whether he is financially able to 
purchase his own fleet of trucks. 


Imposed on Industry 


There may well be many economi« 
advantages of uniform f.o.b. mill 
selling. These advantages may wel} 
offset all of the disadvantages ol! 
f.o.b. mill selling. But so importam 
a change in our national economy 
should only be put into effect at the 
expressed direction of the Congres» 
It now appears that such pricing 
philosophy is being imposed upon 
industry under statutes designed 
largely to prohibit unfair price dis- 
criminations in favor of chain stores 
and to prevent unfair methods of 
competition largely in the form of 
false advertising. 

The Congress must determine 
when, if ever. any seller is to be 
denied the right to compete for any 
business, in any market, with any 
competitor, under any pricing sys 
tem including the absorption of 
freight, so long as he does not act 
pursuant to a conspiracy or agree 
ment. 

It seems clear that the Congress 
must determine what pricing prac 
tice will best promote our free enter- 
prise competitive system and put it 
into law in such clear language tha 
businessmen who want to be law 
abiding citizens may know what con 
duct is required of them to live 
within the law. 
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Ask Your Jobber For These Quick-Selling 


TWIX Handy 


6 in | Home Tool 


























Calipers: Instant- 


Marking Gage: = ly gives you the 


= ro pt ~ thickness of any 
pin 4° ine irom = object up to § 
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Patent applied for 






























































Square: Guaran- = Ruler: Always 
tees a sharp 3 exact to a 1/32 of 
square corner. c an inch. 

2 ) 

- _ 
Protractor: Gives S Depth Gage: 
you exact angle NS Gives you exact 
at any degree up depth ofany hole. 
to perfect right 
angle. 
A very inexpensive tool for the home mechanic. 


Does the work of tools costing six times the price. 


WATCH FOR ADDITIONAL TOOLS 
NEW NUMBERS APPEARING REGULARLY 


If your jobber can't supply you, write 


TWIX MANUFACTURING CO., Inc. 


40-09 2lst STREET, LONG ISLAND CITY 1,N.Y 
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the precision-engi- For Extra ™ | 
neered, streamlined Safety! Ne 
floor jack. Tapco has i) 
many superior advantages that 

make it the top choice with alert ; 


deal 





Easy-To-Adjust 


FLOOR JACKS || 


If you want to earn DOUBLE 
greater, quicker prof- PI 
its, switch to TAPCO, NNED ¢ 





All-Steel 























ers everywhere. 
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For free literature and 
name of your nearest 
distributor, write .. . 
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TAPCO DEPT. H-10 


THE AKRON PRODUCTS CO. 
SEVILLE, OHIO 
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Marshall-Wells Opens Seattle Branch; 


Promotes and Transfers Key Men 


The opening of a _ Seattle, 
Wash., branch of Marshall-Wells 
Co., at 1258 First Ave., S., and | 











GEORGE 8. McQUADE 


1 number of promotional transters 
)f key personnel, were announced 
by J. H. Moore, president of the 
wholesale hardware distributing 
firm headquartered at Duluth, 
Minn. 

A fully-staffed branch at Seat- 
150,000 


ware- 


tle, with approximately 
square feet of office 
1ouse space, is being established 


and 


to facilitate handling of the com- 
yany’s growing volume of busi- 
the West Coast, Mr. 


iess on 








F. M. TINSETH 


Moore said. Operations in Seattle 
are scheduled te begin the first 
of the year. 

The company operates in eight 
Northwest states and Canada. 


Executive personnel for the 


new branch was named from 
within the organization. The 
branch will take over part of 


the territory now served by the 
Portland, Ore., branch. 
G. S. McQuade, formerly in 


charge of the Billings, Mont., 
branch, has been advanced to 


the position of Seattle manager. 
Fred Tinseth, formerly sales 


| manager of the Duluth branch, 
is now Billings, Mont., manager, 
| and A, 


chandise manager at the Duluth 


C. Phelps, formerly mer- 





A. C. PHELPS 


branch will serve Seattle in the 
same capacity. 

K. E. Peterson is now Seattle 
stores division manager, having 
formerly been in the same ca- 
pacity at Billings. 

Other changes include: J. M. 
Nore, Seattle buyer, transferred 
from a similar position at Bill- 
ings; J. R. McKee, -Billings sales 
manager, formerly assistant sales 
manager at Billings; H. W. 
Greenough, Billings stores divi- 
sion manager, formerly with the 
Duluth branch; W. C. Davis, 
Duluth sales manager, formerly 
housewares buyer with the same 





| 
| 
| 








L. M. HATFIELD 


branch; A. J. Pedersen, Duluth 
stores division manager, formerly 
stores supervisor for the branch; 
and L. M. Hatfield, Portland 
sales manager, formerly assistant 
sales manager and head of the 
steres division at Portland. 


JOHN W. CRAIG MADE 
PRESIDENT OF AVCO 


John W. Craig, vice president 
of Avco Mfg. Corp., Cincinnati, 
Ohio, and general manager of 
the Crosley Division, was elected 
president of the company. 

William A. Blees, Avco vice 


president and general sales man- | 


ager of the Crosley Division, was 
elected a vice president of the 
company and a member of the 
board of directors. 


Other members of the board 
are H. Winslow Schuerman, 
Clyde O. Watts, M. A. Mce- 





| 
| 
| 


} 
| 
| 


Laughlin and Walter A. Mogen- | 


son. 


W. H. MATHEWS RESIGNS 
AS VICE-PRES., DIRECTOR 
OF DEVOE & RAYNOLDS 

Elliot S. Phillips, president of 
Devoe & Raynolds Co., Inc., New 
York City 17, announced the 
resignation of William H. Mat- 
hews, vice-president and director 
of the company, effective as of 
Dec. 31, 1948. Mr. Mathews had 
been in charge of the trade sales 
division and joined Devoe & 
Raynolds in 1939, 
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CLARK DIV. McGRAW 
ELECTRIC APPOINTS 
SALES MANAGER 


Richard V. Palmquist has bee: 
recently appointed sales manager 
of the McGraw Electric Co.'s 
Clark Division. 

Mr. Palmquist has been wit! 
the company since 1937, as dis 
trict manager in Middle West 
ern and East Coast territories 
Before his recent transfer to th: 
Chicago office, he maintained hi: 
branch headquarters in Philade 
phia. 

As sales manager for the Clark 
Division, which manufactures 
Toastmaster automatic electric 
water heaters, Mr. Palmquist is 
well qualified. His experience ir 
cludes many years in the app! 
ance business with the North 
ern States Power Co., Minne 
apolis. During his last two years 
with Northern States, he repre 
sented the company as a wate: 
heating specialist. 

In addition to Mr. Palmquist’s 
appointment, Mr. Riker 
nounced the promotion of Dor 


ar 


ald J. Burdick to the post of 
assistant sales manager. Mr 
Burdick has been associat 


with the sales department of th« 
McGraw Electric since 1946 
when he was discharged frow 
the Army. Before his inductior 
into service, Mr. Burdick was a 
district manager for the Dave: 
Co. for two years, during whic! 
time he worked in close contac 
with many leading utility 
panies in the Midwest. 


con 





RICHARD V. PALMQUIST 


1948 
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L. B. MORGAN APPOINTED 
EXPORT MGR. COLORADO 
FUEL & IRON CORP. 
Louis B. Morgan has recently 
been appointed manager of ex- 
port for the Colorado Fuel & 





LOUIS B. MORGAN 


lron Corp., its subsidiaries and 


divisions, 500 Fifth Ave., New 
York City 18. Mr. Morgan has 
been associated with the com- 


pany for 12 years, seven of which 
he has spent in the export de- 
partment. He will establish head- 
quarters in the New York City 
district office of the company. 


E. C. ATKINS ELECTS 
TWO BOARD MEMBERS 


Ellis C. Atkins, president and 
chairman of the Board of Direc- 
tors of E. C. Atkins and Co., 
Indianapolis, Ind., has announc- 
ed the election of two new 
members to its board—Russell 
L. White and Joseph J. Daniels. 

Mr. White is president and di- 
rector of The Indiana National 
Bank, The White Baking Co., 
at Dayton, Ohio, and St. Louis, 
Mo., and director of the Union 
Trust Company of Indianapolis. 

Mr. Daniels is a member of 
the law firm of Bake & Daniels, 
a director of the Fletcher Trust 
Co., Indianapolis Water Co. and 
a member of the board of man- 
agers of Crown Hill Cemetery. 
He was an officer in the U. S. 
Army during World War I. 





Other members of the Atkins 
board of directors are K. W. At- 
kins, H. C. Atkins, W. A. At- 
| kine D. H. Potter and F. R. 
| 


! 
| 
Weaver. 
ELECT A. C. SANGER 
CAMFIELD VICE-PRES. 
IN CHARGE OF SALES 
The Camfield Mfg. Co., Grand 


Haven, Mich., recently announc- 
ed the election of A. C. Sanger 





| as vice-president in charge of 
| sales and advertising. 
| Mr. Sanger had previously 


| been identified for 15 years with 
| the General Electric Co., during 
| which time he managed the traf- 
| fie appliance divisions and ulti- 


| 


| 








A. C. 


SANGER 


mately became manager of sales 
of the entire appliance division 
of that company. 


FRANK G. HOOVER 
ELECTED PRESIDENT OF 
HOOVER CO. 


Frank G. Hoover, vice-presi- 
dent of the Hoover Co., North 
Canton, Ohio, was elected presi- 
dent of the company at a recent 
meeting of its board of directors. 

He succeeds his elder brother, 
H. W. Hoover, who will become 
chairman of the board. 

H. W. Hoover will continue 
his active interest in the com- 
pany and retain a strong share 
of its management. 


The brothers have worked 
closely together in developing 
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the vacuum cleaner industry overt 
the past 40 years. The company 
which they with their 
father is claimed to be the oldest 
vacuum cleaner manufacturing 
business in the country. 

In announcing the election, the 
statement the board of di- 
rectors said the titles of “gen 
eral manager” and “assistant 
general manager” have been 
withdrawn from the list of off- 
cers. H. W. Hoover has carried 
the title of president and gen- 
eral manager and Frank G. 
Hoover the title of vice president 
and assistant general manager. 
H. W. Hoover has had the title 
of the 


founded 


of 


general manager since 


| 





vacuum cleaner company’s incep- | 


tion in 1908. He became presi- 
dent in 1922. 


The brothers have been asso- 
ciated with the Hoover organi- 
zation since it was a saddlery 


and leather goods business under 
the name of the Wm. H. Hoover 
Co. H. W. Hoover joined the firm 
in 1898; his younger brother in 
1903. When H. W. Hoover started 
vacuum cleaner manufacturing 
in 1908 as general manager of 
the new enterprise, Frank Hoover 
continued in the leather goods 
business as general manager of 
the Wm. H. Hoover Co. Wm. H. 
“Boss” Hoover, their father, was 
president of both companies. 
When the leather goods line 
was discontinued in 1919 and all 
efforts were concentrated on the 
vacuum cleaner business, Frank 
Hoover became associate general 
manager of the .Hoover Suction 





Sweeper Co. In 1922, when the | 


name of the company’ was 
changed to the Hoover Co., H. W. 
Hoover became president and 
general manager, and Frank 
Hoover vice-president and as- 
sistant general manager. They 


have continued in the same posi- 
tions until now. 


ROB’T TAYLOR BECOMES 
FLORENCE STOVE PRES. 


Robert H. Taylor was recent 
ly elected president of Florence 
Stove Co., Gardner, Mass., to 
fill the vacancy caused by the 
death of Edward F. Dobson, at 


a meeting of the board. Mr. 





TAYLOR 


ROBERT H. 


Taylor, who has been vice pres 
dent 
director of the company, has had 
wide experience in Florence op 
over a of lt 


in charge of sales and 


erations period 
years. 

He joined the Florence orga: 
ization in 1932 and took the fa 
tory and office training course 
at the Gardner, Mass., plant. Hi- 
first assignment with the 
pany was as representative in th 
Midwest sales division. In 193° 
he was transferred to the East 
ern Division of the company i 


com 


| New York City, and, over a 10 


year period, served as division 


credit manager and _ Easter: 
sales manager. Mr. Taylor was 


promoted to general sales man 
ager of the company in 1947 
with headquarters at the Gard 
ner plant 


R. B. & W. ELECTS TWO 
NEW DIRECTORS 
I'wo plant managers have beer 
elected to the board of directors 
of the Russell, Burdsall & Ward 


Bolt & Nut Company of Port 
Chester, New York. They are 
M. L. Douglas, manager of the 


plant at Corapolis, Pa., and Fos 
ter E. Fike, manager of the plant 


at Rock Falls, Ill. 


L. R. McWeeney, who 


the Port Chester plant, has beer 


elected vice president and assis 


tant secretary of the company 








Sen. O’Mahoney Would Limit Government 
Controls to Those Needed for Greatest 
Benefits in Production, Distribution 


Following a recent address, in | 


Washington, D. C., concerning 
the basing point decisions, taxes 
and Federal expenditures, Sen- 
ator Joseph C. O'Mahoney, Wy- 
oming, told a representative of 
HarpwarkeE Ace that “the trend 
everywhere abroad is toward to- 
talitarianism. The function of 
government in the United States 
is to maintain the economic 
structure in which business op- 
portunity can be free from regi- 
mentation by either government 
or monopoly. That requires 
establishment of a rule of order 
and of responsibility by which 
the large organizations which are 
necessary in the modern world 
»perate for the benefit of all. I 
should like to see business free 
from government controls but it 
must be recognized that the only 
way successfully to do that is to 
fefine clearly by law the power 
and authority of all economic 
organizations, 

“It is a mistake to assume that 
we can go back to conditions 
which existed long prior to the 
war. When people say the cost 
of government should be reduced 
they seldom give a bill of speci- 
fications. Few people seem to 
realize that more than 80 cents 
nut of every dollar which will be 
expended by the Federal govern- 
ment this year will go for ex- 
penses of prior war and... na- 
tional debt. Back in the 20’s the 
annual cost of government was 
scarcely three billion a_ year. 
Now interest on national debt 
alone is more than five billions 
annually. If the entire cost of 
Congress were added to the cost 
of United States courts and to 
that were added the cost of the 
White House and all civilian 
agencies and departments of gov- 
ernment the total would be 
scarcely half of the annual in- 
terest charges—so the 
ment must have revenue. In con- 


govern- 


sidering this problem of such 
revenue we must bear in mind 


that only the government can win 
the peace, with the whole result 
depending for maintenance of 
economic freedom upon _ the 
United States. It is obvious that 
we must maintain our 
ment with the financial powers to 


govern- 


do the job which the people ex- 
pect of it.” 
Basing Point 


Senator O’Mahoney further 
said, “There are at least two 
aspects of basing point debate. 


6% 





“First, that which is expressed 
by the small processor who is 
compelled to pay ‘phantom 
freight’ for raw materials which 
could be obtained from nearby 
sources at a lower transportation 
cost. 

“Second. On the other hand 
business is far more national in 
its general aspect than ever be- 
fore. And there are undoubtedly 
many industries in which a pro- 
ducer may reach a distant mar- 
ket only by absorbing freight. 
The principal criticism of the 
basing point system has been di- 
rected against its use as a device 
for suppressing competition ot 
fixing prices—or, in other words, 
restraint of trade. The objective 
of legislation should he to estab- 
lish and preserve the conditions 
in which the largest amount of 
opportunity can exist for in- 
creased production and distribu- 
tion.” 

TO HOLD SOUTHERN 
HDWE. CONVENTION AT 
PALM BEACH, APRIL 4-7 


The 96 semi-annual convention 
of the American Hardware Man 
ufacturers’ Association and the 
58th annual convention of the 
Southern Wholesale Hardware 
Association will be held jointly 
in Palm Beach, Fla., during the 
week of April 3 with the open- 
ing session on the evening of 
Monday, April 4 and adjourn- 
ment on Thursday, April 7. The 
Palm Beach Biltmore and the 
Whitehall will make their facili- 
ties available and also the May- 
flower and the Palm Beach Hotel. 
All requests for reservations 
should be made to the Palm 
Beach Biltmore which will be 
convention headquarters and 
members are urged to make their 
reservations immediately stating 
the date of expected arrival and 
departure. Charles Rockwell is 
A.H.M.A. secretary-treasurer up 
to the end of this year after 
which Dr. Arthur L. Faubel will 
succeed him. 


PRITZLAFF ISSUES 
SPECIAL APPLIANCE 
CATALOG FOR DEALERS 


John Pritzlaff Hardware Ce. 
wholesalers, Milwaukee, Wis., 
has issued an appliance catalog 
which departs from the ordinary 
procedure used. Instead of show- 
ing six or eight of one type ap- 
pliance made by different man- 
ufacturers, on one page, the man 


| 











ufacturers were asked to furnish | 


Pritzlaff with their factory pages 
oc catalogs. This catalog con- 
tains about 50 manufacturers’ 
items and it is indexed according 
to manufacturers lines. The cata- 
log is supplemented by a price 
service, showing the wholesale 
and suggested retail price on all 
iems. Pritzlaff also included 
some postage paid post cards for 
the dealers use. 


COOLERATOR DEVELOPS | 


CREDIT FINANCE PLAN 


Coolerator Co., Duluth. Minn., 
has developed a nationwide cred- 
it finance plan, W. C. Conley, 
Jr.. Coolerator sales manager, 
announced recently. 

Available to Coolerator’s 68 
distributors and more than 10,- 
000 dealers, this plan will pro- 
vide financing facilities for ef- 
fective dealer floor planning and 
present a basis for the Coolerator 
dealer’s installment sales to his 
customers. 

Negotiations have been com- 
pleted with the Commercial 
Credit Company of Baltimore to 
organize and execute this finance 
plan, which will be administered 
by Commercial Credit offices in 
leading cities throughout the na- 
tion. 

A complete detailed presenta- 
tion of this program will be 
given to Coolerator distributors 
and dealers in the verv near fu- 
ture. 


ELECT F. G. LINCOLN 
HY-PRO TOOL CO. 
BOARD CHAIRMAN 


Frank G. Lincoln has recently 
been elected chairman of the 
board of the Hy-Pro Tool Co., 
subsidiary of Continental Screw 
Co., New Bedford, Mass. Before 
retiring in 1946, he was with the 
‘Morse Twist Drill & Machine 
Co., for 43 years as vice-president 
in charge of sales prior to its 
consolidation with the Van Nor- 
man Co. 





FRANK G. LINCOLN 
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IRVING M. GREEN 


BERKELEY INDUSTRIES 
NAMES GEN. SALES MGR. 


Murray Herman, president ot 
Berkeley Industries, Jersey City 
N. J., announces the appoint 
ment of Irving Martin Green as 
general manager. Mr 
Green, formerly merchandise 
manager of R.H. Macy Su 
premacy Division, will put int 
effect immediately an acceler 
ated, merchandising and promo 


sales 


tion program which will cover 
the entire Berkeley line. 


MAJOR HESSION JOINS 
DOCKENDORFF & CO. 


J. H. Dockendorff, president ot 
Dockendorff & Co. Ine., ha: 
recently announced the appoint 
ment of Major John W. Hession 
internationally known rifle shoot 
er, as vice president and techni 
cal advisor. 

Previously promotional map 
ager for the Winchester Repeat 
ing Arms Co., and earlier for 
Remingten Arms, Major Hession 
has at one time or another held 
the world’s rifle shooting record 
for every distance from 200 to 
1200 yards. 

Major Hession is the present 
holder of the Metropolitan Long 
Range Rifle Championship (1000 
vards) and is a two time winner 
of the famed “Wimbledon Cup” 
long Range Championship of the 
World. 

In 1910 he designed the beaver 
tail fore-end now in general use 
on both rifles and shotguns. 


ROBBINS BECOMES 
EMERSON VICE-PRES. 
The directors of 

Emerson Radio & Phonograph 
Corp., 111 Eighth Ave., New 
York City, announced the elec 
tion of Charles Robbins as vice 
president in charge of sales. Mr 
Robbins is the present sales man 
ager of the company. 


board of 
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From 2500 to 25,000 
square feet in five years . . . that's 
how we've grown! Our 
expansion is a tribute to the quality 
and value of our brushes, 


and to the service which 


we offer. 


FOR OVER A QUARTER CENTURY OUR MANAGEMENT HAS 
MANUFACTURED AND MERCHANDISED POPULAR PRICED BRUSHES 


60 THAYER STREET e BOSTON 18, MASS. 


t 


TELEPHONE HUbbard 2-3588 igi 
New York Chicago Dallas | New: Cited 
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There Is A Good Market for 


MOLINE POWER-PULL 


Tractor Drawn 


WIRE and FENCE STRETCHERS 


Available for Quick Shipment! 
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No. A-1 


For Single Wire 
(Barbed or Smooth) 





1. Stretch single wire or field fence with your Tractor, 
easily, quickly and accurately. 

2: No broken wires from over stretching — guess work Is 
eliminated. 

3. Calibrated scale assures correct tension of any length of 
wire. 

4. Stretch as much as a full reel of wire at a time. 

5. Farmers all over the country are demanding these time- 
savers. 
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No. A-2, with evener, } 
for woven wire fencing, | 
adjustable for all stand- 
ard widths. Use with- 
out evener for single 
wire. 


ob 








No. A-1. Close-up view showing detail of mechan- 
ism and calibration for determination of correct 
tension for various lengths of wire. 


WRITE FOR COMPLETE INFORMATION 
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Electrical Living Educational 
Activity Awards Offered By Hotpoint 


Electric utility companies 
which conducted local educa- 
tional activities on electrical liv- 
ing during 1948 will be eligible 
for the George A. Hughes awards 
to be presented next April, James 
J. Nance, president, Hotpoint, 
Inc., 3600 W. Taylor St., Chi- 
cago, announced recently. The 
annual cash awards, as well as 
trophies and plaques, are offered 
by Hotpoint under the sponsor- 
ship of Edison Electric Institute. 

Originated in 1932, as a means 
of providing both incentive and 
recognition for outstanding edu- 
cational activities in electrical 
kitchen appliance prumotion, the 
awards were suspended during 
the war years and ensuing read- 
justment period from 1941 to 
1947, 

In addition to educational ac- 
tivities on three levels of kitchen 
appliance merchandising to re- 
ceive recognition in previous 
years, the Hughes award for 1948 
has been expanded to include 
electric water heating activities. 
Class one awards consist of a 
trophy, plaque and a cash award 
to the two most outstanding util- 
ity promotions centering around 


WM. FOLLETT APPOINTED 
NORTHEAST REGION MGR. 
FOR PRESTELINE 


William W. Follett has been 
recently appointed Northeastern 
regional manager for Presteline 
Home Appliances, 666 Lake 
Shore Dr., Chicago, IIl., accord- 
ing to an announcement. He will 
headquarter in New York. 

Prior to joining Presteline, 
Mr. Follett was New York re- 
gional sales for the 
Eureka Division of Eureka 
Williams Corp. 


manager 
the 





the subject of electric kitchen- 

Class two awards of trophy 
plaque and cash award will be 
made to the two utility compa 
nies adjudged to have done the 
best educational job on domestic 
electric ranges. In the third 
classification, a trophy, plaque 
and cash awards wii! be divided 
between the two uiil!ty compa 
nies considered the leaders ir 
electric water heater promotion 
The class four award of trophy 
plaque and $400 in cash will be 
made to the two utility com 
panies doing the most outstand 
ing educational work in the fiel: 
of commercial electric cooking 
A total of eight awards and 
$2400 in cash will be distributed 
by the awards committee of the 
Edison Electric Institute in the 
four classifications. 

Basis of awards of the contest 
which closes Feb. 1, 1949, wil 
be in local newspaper advertis 
ing, displays, educational work 
with home economists in school: 
and colleges, market cultivatior 
among consumer builders, con 
tractors and architects, sales 


training programs, and deale 








WILLIAM W. FOLLETT 


HARDWARE 


co-operative activities. 





A graduate of the Virginia 
Military Institute, he has been 
associated with the Bendix Avi 
ation Corp., and the Bankers 
Trust Co., of New York. 





STEWART WARNER 
PROMOTES TWO 
TO KEY POSITIONS 


Two appointments to key px 
sitions in the Stewart-Warne: 
Corp., 1826 Diversey Pkwy., Chi 
cago, Ill., administrative staf 
were announced recently. 

Arthur R. Collins has been a; 
pointed general manager of Di 
vision III, the company’s “Sout! 
Wind” heating equipment divi 
sion at Indianapolis, Ind. Mr 
Collins, who joined the Sout! 
Wind division as an engineer ir 
1942, has headed its manufactur 
ing and engineering activities 
for the past 16 months. 

E. G. Fossum, who has beer 
an assistant to F. A. Hiter, senior 
vice-president of Stewart-Warne: 
since early in 1948, acting as 
Mr. Hiter’s liaison in all matters 
pertaining to operations of the 
Indianapolis division, has beer 
appointed as assistant to James 
S. Knowlson, president and chair 
man of the board. He has beer 
a member of the Stewart-Warner 
organization since 1926. 
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MOMSEN, DUNNEGAN 
RYAN INTERESTS GO 
TO MOMSEN BROTHERS 


Gus Momsen, president of 
Momsen Dunnegan Ryan Co., 
ieavy hardware wholesalers, El 
Paso, Tex., has announced that 
he and his two brothers, Reuben 
F. Momsen and Leo Momsen, all 
their associates, have acquired 
he interests of the Dunnegan 
and Ryan families in the firm. 

The officers of the 
are now as follows: Reuben F. 
Momsen, El] Paso attorney, vice- | 
president and treasurer; Leo| 
Momsen, vice-president and sec- 
retary; A. A. Martin, vice-presi- | 
jent and credit manager; and | 
\. J. Murray, vice-president and | 
sales manager. Mr. Martin has 
been credit manager for 30 
years and Mr. Murray, who 
started with the company 30 
years ago, was formerly Arizona 
sales manager. 

In 1881 Gus Momsen, 
founded the business. Nine years 
later the partnership, Momsen & 
Thorne Hardware & Sheet Metal 
Works was organized. Soon after 
he turn of the century the com- 
pany was incorporated. It was 
later destroyed by fire but was 
soon reopened with an expanded 
wholesale line. 

In 1913 the firm became Mom- 
sen Dunnegan Ryan Co. Carl F. 
Dunnegan, Hachita, N. M., and 
George B. Ryan, Chicago hard- 
ware salesman, joined the organi- 
zation. His brother, J. Fred 
Ryan was general sales manager 
intil 1941 when he succeeded to 
he position of secretary and gen- 
eral manager. Upon his death, in 
1947, his interests trans- 
ferred to the Momsen brothers 
from the family. The company 
now travels 25 full time repre- 
sentatives. 


Se. 


were 


JANNEY-SEMPLE-HILL 
PLANS SALES MEETING 


Janney-Semple Hill & Co., 
hardware wholesalers, Minneap- 
lis, Minn., recently held its first 
zeneral sales meeting in 10 years 
it the Nicollet Hotel, which was 
ittended by 150 salesmen from 
22 states, Alaska and Canada. 
Speakers prominent in the in- 
lustry included: H. G. Vogt, 


orning Glass Co., and C. J. 
hristopher, secretary of the 


Minnesota Retail Hardware As 
sociation. Visiting salesmen were 
‘ntertained at dinners held at 
the Radisson Hotel, the Minne- 
ipolis Athletic Club and the 
Minneapolis Club. Climax of the 
neeting was a dinner party for 
ill salesmen, employees and 
their wives or husbands at the 
Nicollet Hotel. Sales managers 





company 


of the company who participated 
in the conferences were: A. H. 
Anderson, eastern division; G. H. 
Gackle, western division; R. C. 
Gruye, metropolitan division and 
southwestern division, and E. J. 
Marceau, Minnesota division. 








‘PRESSUREQUICK’ 
| SAUCEPAN PRODUCTION 
| SUSPENDED TEMPORARILY 


Roscoe E. Imhoff, 
| vice-president of the mechanical 
division of General Mills, Inc., 
400 Second Ave., South, Minne- 
apolis 7, Minn., has announced 
that production of the “Pressure- 
Quick” saucepan, has been tem- 
porarily suspended at the Bloom- 


executive 





ington plant which will be used | 


in the meantime as a warehouse | 
scale | 


and shipping point. The 
and promotion of this appliance 
will continue on the same basis 
as heretofore. The resumption 
of manufacture, according to Mr. 
Imhoff, will depend on the mar- 
ket conditions as as other 
factors. 


well 


FERRY CAP MAKES 
PERSONNEL PROMOTIONS 


William H. North has been ap- 


pointed assistant to the president | 
of The Ferry Cap & Set Screw | 


Co., Cleveland, Ohio. Prior to 


joining Ferry Cap as distributor | 


sales representative three years 


ago,- Mr. North was sales repre- | 


sentative for the Charles H. Phil- 
lips Chemical Co., followed by 
service in the 
in the ATC. 


F. A. Schmiedt and F. A. 


Army as captain | 


Perko, both of whom have been | 


with the company for 
years, have been appointed man- 
ager of office sales and assistant 
controller, respectively 





‘THERMOS’ ACQUIRES 
MERCHANDISE MART 
CHICAGO SALESROOM 


The Chicago salesroom of The 
American Thermos Bottle Co., 
has been moved to new, more 
convenient quarters in Merchan- 
dise Mart, according to A. E. 
Payson, president. The new suite, 
No. 1100, will enable the com- 
pany to be of greater service to 
customers in the Midwest, Mr. 
Payson stated, and will serve as 
headquarters for Fred S. Slyder, 
for many years the Chicago rep- 
resentative. 

The Chicago offices feature a 
modern functional showroom 
with display cases of counter 
height, so visiting buyers can 
visualize “Thermos” brand vac- 
uum ware in their stores. 
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Dimplicity 


at its best! 


IN THE PEERLESS 













MAGIC 
WINGS TO 
WATER LIFT 


... the domestic 
pumpin 1g system 
with Positive 
DISPLACEMENT 
pumping action 


Ine 





275 TO 860 GALS. PER HOUR 
DESIGNED EXCLUSIVELY FOR SHALLOW WELLS 


CAPACITIES. 


PEOPLE who want shallow well water service, need running tap 
water with the minimum of cost and trouble. They want a system 
that is positive, automatic and troublefree. To give them these 
advantages is the reason Peerless developed the Water King ex- 
clusively to serve their needs. With a completely novel and proven 
principle of pumping shallow wells, the Warer King has many 
desirable characteristics. Simplicity replaces complicated parts. 
Troublesome bearings banished. There is no lubrication 
problem. Operation is entirely automatic. Water displacement is 
absolutely positive. Water King’s capacity is very little affected 
on suction lifts ranging to 20 feet. Because of its unusually high 
Water King delivers more water per kilowatt than 


are 


efficiency, 
other types. The reason for this ts that 
Water King is truly designed for shallow 
well service conditions; it is not a pump 
designed for another purpose and then 
adapted to shallow well application as an 
after thought. These facts are the basis of 
easy sales to the user. He can be water ex- 





travagant at a cost of only a few cents a 

day ...he’ll more than save the entire cost 

of installation in labor alone within six 

months time and, in addition, will enjoy 
» » >» ‘ dz anc ties ) 

better life, abundant and per Hour. Handle the 

greater protection of health along with the _ Peerless line to fil 

: your customers’ needs 

increased productivity of his farm. Write 

today for full details of a “Peerless Part- 


JET SYSTEMS, TOO 
Peerless builds Ad- 


vanced Jet Water 
Systems for deep or 


more crops 


for ample running 
water for all services 


nership for Profit!” 


PEERLESS PUMP DIVISION 


FOOD MACHINERY AND CHEMICAL CORPORATION 
Factories: LOS ANGELES 31, CALIF.; INDIANAPOLIS, IND. 


District Offices: New York 5, 37 Wall Street; Chicago 40, 4554 No 
8roadway; Atlanta Office: Rutland Building, Decatur, Georgia; Dallas 1, 
Texas; Fresno, California; Los Angeles 31, California. 











i. it’s the best 
on the market, 
then CM Chain 
Products are the 
answer. For there is 
a CM chain to meet 
every type of appli- 
cation...and every CM 
chain has a service-prov- 


«y 


en record for economy, de- 


72 


pendability and long life. 


@ For practically every chain 

use there is a CM product de- 

signed specifically for that job... 

AUTOMOTIVE... AGRICULTURAL 

... HARDWARE...INDUSTRIAL... 
MARINE. 


COLUMBUS-McKINNON 


CHAIN CORPORATION 


HAT KIND 
Ty 


(oes your 
Trade Want? 


Your customers 


know it is good 

business to use 
CM Chain 

Products...you 
will find it 


equally good 
business to 
sell them 
CM Chain 
Products. 
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Affiliated with Chisholm-Moore Hoist Corporation 


GENERAL OFFICES AND FACTORIES: TONAWANDA, N. Y. 


SALES OFFICES: New York + Chicago + Cleveland + San Francisco + Los Angeles 
























CONSOLIDATE MFG. 


FACILITIES FOR REYNOLDS 
METALS UTENSILS 
Manufacturing facilities for 


the production of Reynolds Met- 
als lifetime cooking utensils have 
been consolidated at the com- 
pany’s plants in LaGrange, IIL, 
according to an announcement 
made by W. G. Reynolds, vice 
president. Mr. Reynolds _pro- 
duces two lines—lifetime triple 
thick and lifetime heavy gage. 
The former has always been 
made at the LaGrange plants and 
transfer of production of the 
heavy gage line has been made 
to eliminate dup'ication of equip- 
ment and bring utensil produc- 
tion under one supervisory staff. 

Plant No. 14 in Louisville, Ky., 
where the lifetime heavy gage 
line formerly was produced has 
been turned over to production of 
vegetable freshener pans and 
other aluminum parts for several 
refrigeration companies, radio 
television antenna and Reynolds 
aluminum windows. 

The executive offices of Rey- 
nolds Metals Housewares Division, 
of which cooking utensils are a 
part, will continue to be 2000 
South Ninth St., Louisville, Ky. 

Housewares Division represen- 
tatives will continue as formerly: 
Shorter Hamilton, New York; 
Roy Knight, Philadelphia; David 
Brown, Richmond; Sam Howie, 
Raleigh, North Carolina; Gene 
Becker, Dallas; William E. Blair, 
St. Louis; Hunter Keck, Los An- 
geles; H. W. Remmers, Chicago. 





FORT DUQUESNE STEEL 
BUYS HAMILTON STEEL 


Fort Duquesne Steel Co., Pitts- 
burgh, Pa., has purchased The 
Hamilton Steel Co., Cleveland, 
Ohio, according to Donald C. 


' Lott, president of Fort Duquesne. 


Harry K. Hamilton, founder 
and president of Hamilton Steel, 
will continue as president and 
Mr. Lott has been elected chair- 
man of the board of directors. 

E. W. Harwell, until recently 
assistant manager of warehouses 
of Jones & Laughlin Steel Corp., 
has been elected vice president 
and general manager. Mr. Har- 
well, associated with Jones & 
Laughlin since 1929, also served 
as district sales manager in 
Memphis, Chicago, and Philadel- 
phia. 

Fort Duquesne Steel specializes 
in the processing and distribu- 
tion of flat rolled carbon sheet 
and strip steel, while Hamilton 
Steel is a distributor of cold fin- 
ished bars; seamless mechanical 
steel tubing; welded mechanical 
tubing; stainless steel tubing, 
bars, and sheets; annealed and 
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| tempered spring steel; drill rod 


and carbon sheets and strip 
Hamilton Steel is also distributor 
of aluminum sheets and bars for 
Reynolds Metals Co., Louisville 
Kentucky. 

The newly elected board of di 
rectors of Hamilton Steel con 
sists of Messrs. Lott, Hamilton 
and Harwell. 

J. A. Wilson, J. A. Wilson 
Metal Products Co., 350 Madison 
Avenue, is the local sales repre 
sentative for Fort Duquesne Stee! 
in New York. 

COOK HEADS NATIONAL 

MACHINE PRODUCTS 


John L. Cook, until very re 
cently president of the Winter 
Brothers Co., of Wrentham, 
Mass., and a subsidiary of the 
National Twist Drill & Tool Co., 
Rochester, Mich., has recently 
been elected president of the 
National Machine Products Co., 
Detroit. He succeeds the late 
Clare L. Brackett, and who had 
been president of the company 
since 1916. 

Mr. Cook still retains the office 
of vice president and director of 
the National Twist Drill & Tool 
Co 

TWO DISTRIBUTORS 

NAMED FOR PRESTO 

COOKERS, CANNERS 


The appointment of L. Luria & 
Son, Inc., 214 Pyror St., Atlanta. 
7a., L. Luria & Son, Inc., 400 
S. W. 2nd, Miami, Fla.; and 
Moore Handley Hdwe. Co., Inc. 
712 Fogg St., Nashville, Tenn. 
as distributors for Presto Ceok 
ers and Canners in that region 
was announced recently by Mor 
tor. Phillips, vice-presMent of 
National Pressure Cooker Co. 

The entire National 
Cooker line, Presto Cookers in 
nine sizes and five models plus 
canners in three capacities and 
the new “Fry-Master” will be 
handled by the above firms. 


Pressurr 





W. J. FISHER WILL 
DIRECT MOBILIZATION 
PLANS FOR NSRB 


Wil'iam J. Fisher, president of 
the A, B. Farquhar Co., York, 
Pa., has been named by the Na- 
tional Security Resources Board 
to direct the mobilization plan 
ning activities of the agricultural! 
equipment division of the NSRB 

Mr. Fisher, associated with the 
Farquhar firm for more than 4 
years and now a member of the 
executive committee of the Farm 
Machinery Institute, was a men 
ber of the farm 
dustry advisory committee of thr 
WPB during the war 


machinery in 
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CORNING GLASS WORKS 
NAMES ATLANTIC 
DIVISION MANAGER 

Corning Glass Works, Corning, 

N. Y., officials announced recently 

that John Echternach, consumer 





JOHN ECHTERNACB 


products sales representative who 
received his 20-year service pin at 
the CGW Service Banquet, on De- 
cember 4, has been appointed 
manager of the division’s Atlan- 
tic district. Mr. Echternach re- 
places John M. Bredfeld, who 
was recently named manager of 
the division’s distributor sales 
section. 

Mr. Echternach began his ca- 
reer with the company as a 
carry-in boy at the Charleroi, 
Pa. plant of the Macbeth 
Evans Co. Shortly after joining 
the company he became a clerk 
in the plant’s order and traffic 
department and from there pro- 
gressed to inside sales. 

In 1937, at the time of the 
merger of the Pennsylvania firm 
with CGW, Mr. Echternach was 
transfered to Corning, where he 
joined the tableware and tumb- 
ler sales department and suhse- 
quently the lighting sales de- 
partment. The following year he 
was assigned as a sales repre- 
sentative for tableware, tumblers 
and lighting ware to the Kansas 
territory. In 1940 he was trans- 
ferred to the Texas territory, 
where he has handled consumer 
products division ware until his 
present promotion. 





EMPIRE PLOW CO. 
FETES OLD TIMERS 


A dinner honoring employees 
with service of 20 years or more 
was held recently by Empire 
Plow Co., 3140 East 65th St., 
Cleveland, at the Cleveland Club. 
One employee, John Kunze, has 
worked for the organization for 
58 years and three others have a 





record which extends over 50 
years. Horace D’Angelo, execu- 
tive vice president of Harry Fer- 
guson, Inc., Detroit, Mich., was a 
speaker and DeWitt M. Blanton, 
Rome, Ga., the other speaker, 
left Empire to found his own 
plow manufacturing company. 
Walter M. Haas, president and a 
46-year man with Empire was 
master of ceremonies. William F. 
Boyle, 50 given a 
golden plow pin set with a dia- 
mond and a check. Four 20-year 
men were given watches and 10 
including Bernard E. Walker, 
vice-president, who have been 
with the company 25 years were 
given silver plow pins. 


years, was 





BINGHAM-HERBRAND 
OPENS TWO NEW 
BRANCH OFFICES 


The opening of two new divi- 
sional offices—one in New York 
and the other in Los Angeles— 
was announced recently by the 
Bingham-Herbrand Corp. In an- 
nouncing these two locations, 
Robert W. Kerr, vice-president 
and general manager, stated 
that the move was part of a 
general reorganization of the 
sales staff of the Herbrand Divi- 
sion of the corporation. Mr. Kerr 
also announced several new ap- 
pointments in the sales staff of 
the organization. 

The new eastern division sales 
office, established in New York 
at 551 Fifth Ave., is under the 
direction of Dave A. Coulter, 
who recently resigned as vice- 
president and sales manager of 
the Penens Corp., subsidiary of 
the Plomb Tool Co. Prior to that 
Mr. Coulter was sales manager 
of the tools division of the New 
Britain Machine Co. 


Albert R. Said, formerly presi- 
dent of Penens Corp., has been 
placed in charge of the western 
division office in Los Angeles, at 
2500 West Sixth St. 

Henry Huber, former New 
England zone manager for Plomb 
Tool, has been appointed dis- 
trict sales manager for the Ohio, 
Michigan and Indiana territory 
with headquarters in Fremont, 
Ohio. Hugh Nyberg, former sales 
representative for the Plomb 
Tool in the New England area, 
has been made _ district 
manager for Herbrand in the 
New England territory with 
headquarters at Southbridge, 
Mass. 

Arthur Brandt, who was dis- 
trict sales manager for Plomb 
Tool, is now representing Her 
brand in Chicago, and William 
T. Sherry, formerly with Plomb, 
is in charge of sales in the Mil- 
waukee area. The Chicago office 
is located at 548 West Washing- 
ton St. 


sales 
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DIAMOND 


Diamond No. W-10 Store Display 24” x 58” 


DIAMOND TOOLS 


Strong . . . dependable. Drop forged 
of tool steel or special alloy steel. 
Carefully hardened and tempered. Ad- 
justable auto and monkey wrenches, 
combination pliers, side cutters, line- 
men’s and long nose pliers, nippers, 
crate-openers and utility tools. Every 
tool carefully tested. Thin, light and 
convenient to handle. Withstand se- 
verest strains. 


Write for Catalog! 


DIAMOND CALK 
HORSESHOE CO. 


4622 Grand Ave., Duluth 7, Minn. 
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e WOODRUFF KEYS 

e MACHINE KEYS 

e@ TAPER PINS 

@ STRAIGHT PINS 

e@ COTTER PINS 

e HORSE SHOE NAILS 


STANDARD HORSE NAIL CORP. 
SINCE 1872 


NEW BRIGHTON ° PENNSYLVANIA 
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Youre tu ~ 
the “Jap and Die Business 
utth this display on your counter 


ola ebbel-am come (elm ol 0h aie) o\0 ME Mmer-buceselr-telelmoltts 
ate (a ote l omer loyteltamesemveletmeelttelasm 
Stock is all arranged, and this constant 
silent salesman of items that are always 
in demand immediately goes to work for 
you. This c4ce assortment is worked out 
on a turnover schedule of each size based 
on actual sales in hardware stores. From 
izelet am le) 0) ol ae) g 


HENRY L. HANSON COMPANY 
Worcester 8, Massachusetts 








ROYAL APPOINTS 
SALES DISTRIBUTORS 


Royal Mfg. Co., Newman, Ga., 
has recently announced the ap- 
pointment of three additional 
sales representatives: P. J. Hal- 
ter, Rochester, N. Y.; M. J. 
Hirschfield, Brookline, Mass., and 
William H. Probst, Cleveland, 
Ohio. The Halter territory com- 
prises all that portion of New 
York State above Sullivan, 
Dutchess, and Ulster Counties. 
Hirschfield has Maine, New 
Hampshire, Vermont, Massachu- 
setts, Rhode Island, and that por- 
tion of Connecticut east of the 
Connecticut River, including 
Hartford. Mr. Probst will serve 
northern Ohio. 

In September, Hollabaugh- 
Pacher & Associates, with offices 
in Portland and Seattle, took on 
the Royal line. The F. W. Sief- 
fert Co., Chicago, was named to 
represent Royal beginning Sept. 


7 


The territory served by Holla- 
baugh-Pacher includes northern 
Idaho, Montana, Oregon, and 
Washington. Sieffert will handle 
Minnesota, Wisconsin, and the 
northern part of Illinois and In- 
diana. 

Other recent appointments 
were those of the John Petty Co., 
New York, and A. E. Judd Co., 
Los Angeles. Appointed this year 
also were Edwin B. Smith & As- 
sociates, San Francisco: J. W. 
Worthington, Philadelphia; A. O. 
Holbrook Distributing Co., De- 
troit; George F. Carr Co., Cin- 
cinnati; Ralph H. Gaebler Co., 
St. Louis. 

The Hedden territory com- 
prises 10 Southeastern states plus 
the District of Columbia. 

The 13 organizations mentioned 
here give Royal representation in 


17 states plus Hawaii and D. C. 


RED JACKET OBSERVES 
70TH ANNIVERSARY; 
SPONSORS OPEN HOUSE 


Observing its 70th anniversary 
in the water service products 
business, the Red Jacket Mfg. 
Co., Davenport, Iowa, staged a 
“Family Day” recently for which 
an invitation was extended to 
families and friends of employees 
to tour the plant. 

Operations continued as usual 
as groups of 15 or 20 were escort- 
ed throughout all departments 
of the plant, observing the manu- 
facture of pumps, water systems 
and water softeners. Members of 
the office force served as guides. 
Souvenirs were presented to each 
guest upon entrance and refresh- 
ments were served. 

On the following day, mem- 
bers of civic groups, business 
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men, school teachers and chil 
dren, and other interested parties, 
inspected the plant. Visitors of 
both days witnessed a color mo 
tion picture on soft water and 
an exhibit of Red Jacket prod 
ucts. 


ANNOUNCE ADDRESS OF 
NEW MOORE-HADLEY 
NASHVILLE BRANCH 


The new branch office and 
warehouse of Moore-Handley 
Hardware Co., Inc., hardware 
wholesalers, 27 S. 20th St., Bir 
mingham 2, Ala., to be opened 
in Nashville, Tenn., will be lo- 
cated on Craighead Ave., in the 
latter city. In a news item pub- 
lished Dec. 2, 1948, on page 146, 
the Birmingham office were in 
correctly stated as 
Craighead Ave. 

In addition to the new Nash- 
ville branch, to be occupied 
shortly, the company occupies a 
new branch at 401 N. Water St., 
Mobile, Ala. 


being on 


BREAK GROUND FOR NEW 
BUILDING AT CHICAGO 
RYERSON PLANT 


Joseph T. Ryerson & Son, Inc., 
Chicago 80, Ill., has recently 
started construction of a large 
brick and steel addition to its 
Chicago plant which will provide 
approximately 118,000 square 
feet of modern plant and office 
space. Completion is scheduled 
for November, 1949. This is the 
initial move in a_ series of 
planned additions and improve- 
ments which, according to presi- 
dent Everett D. Graff, will ulti- 
mately result in large-scale ex- 
pansion and modernization of 
their entire Chicago property. 
The company operates what is 
known as a steel-service busi- 
ness, supplying bars, plates, 
structurals, sheets, strip, tubing 
and other steels from stock. In 
recent years alloy and stainless 
steels have become important 
products. The Chicago plant is 
said to be the largest of its kind 
in the world. 

The new building, an L-shaped 
structure, will be erected at 15th 
and Rockwell Sts., becoming a 
part of what is known as the 
North Unit of their three block 
plant, and extending East along 
15th Street from Rockwell Street 
to the Pennsylvania Railroad, a 
distance of 470 feet. Construction 
includes a two-story office build 
ing, an integral part of the plant 
addition, which forms part of 
the new structure of 200 feet on 
Rockwell Street, and which will 
provide about 12,000 square feet 
of office space. 
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PORCELAIN METAL BUYS 
PITTSBURG WATER 
HEATER COMPANY 

Porcelain Metal Products Co., 
headed by J. U. Meyer, has pur- 
thased controlling interests in 
the Pittsburg Water Heater 

Corp., and its affiliated sales or- 





J. U. MEYER 


ganization the Pittsburg Water 
Heater Co. This company, estab- 
ished in 1895, whose plant is lo- 
cated in Crafton, Pa., manufac- 
tures a complete line of domestic, 
industrial and commercial gas- 
fired hot water heaters of the 
storage, instantaneous and multi- 
soil types. 

The new president of the com- 
pany is J. U. Meyer who came 
to Pittsburgh from Dayton, Ohio 
10 years ago to establish a tank 
manufacturing business in Car- 
negie. In 1946 Mr. Meyer be- 
‘ame president of Keystone 
Abrasive Wheel, Inc.; and, later 
that same year he was elected 
president of Porcelain Metal 
Products Co. 

Other newly elected officers of 
the company and its affiliate are 
Vernon C. Neal, vice-president; 
George F. Taylor, secretary; and 
Wilma Kyle, treasurer. 

Mr. Meyer announced that no 
*hange in sales policy was an- 
ticipated among the appliance 
distributors, plumbers and utility 
-ompanies who market Pittsburg 
Water Heaters, but that augmen- 
tation with other appliances was 
planned. 


JACK & HEINTZ NAME 
SENIOR VICE-PRES. 


Jack & Heintz Precision Indus- 
tries, Inc., Cleveland, Ohio, an- 
nounced recently, following a 
meeting ef the board of directors 
and the executive committee that 
Frank R. Kohnstamm was ap- 
pointed senior vice president. It 
was also announced that Otto 
Theodore Hess, general counsel 





and secretary, was appointed as- 
sistant to the president. 

Mr. Kohnstamm was elected 
vice president last June after 
having joined the company in 
October, 1947, as general sales 
manager. Mr. Hess continues as 
secretary and general counsel in 
addition to assuming his new du- 


ties 


DIAMOND JUBILEE PARTY 
MARKS RUBBERSETS’ 
75TH ANNIVERSARY 


A “Diamond Jubilee” party 
marking the 75th anniversary of 
the founding of the Rubberset 
Company, Newark, N. J., was 
held recently. Eight hundred 
people, consisting mainly of em- 
ployees and executives of the 
company, gathered to witness & 
variety show put on by the em- 
ployees and a special showing of 
the radio show “Break the Bank” 
with Bert Parks as featured star. 

Following the shows, Elwood 
M. Jones, Jr., president, read 
congratulatory messages from 
Governor Alfred E. Driscoll and 
Mayor Vincent J. Murphy of 
Newark. Governor Driscoll wrote 
as follows: 

The Rubberset Co. was founded 
75 years ago by Andrew Albright 
to make metal harness trimmings 
on the exact site it now occupies 





at 56 Ferry Street, Newark. It} 
later was incorporated as “The | 


Rubber & Celluloid 


Products | 


Company,” one of the two com- | 


panies in the United States per- 


mitted to use the word “cellu- 
loid” in its name. 
Its entrance into the brush 


field came as a result of a call 
on Mr. Albright by a young 
painter from New Brunswick who 
suggested that a better paint 
brush could be made if the 
bristles could be secured in rub- 
ber so that they would not fall 


out. After a good deal of ex- 
perimentation the process was 
perfected. 


The Rubberset Company is re- 
ported to be one of the pioneers 
in the manufacture of nylon 
bristle and has its own process 


of crimping the bristle so that it | 


will hold paint. 


The founder died in 1905 ond | 


was succeeded by his son An- 
drew Albright, Jr. He expended 
the business by erecting another 
plant at 411 Wilson Avenue, 
Newark, and established the Rub- 
berset Company, Limited, at 
Gravenhurst, Ontario, 
Mr. Albright, Jr. died in 1933. 

In 1934, the Rubberset Com- 
pany was acquired by 
Myers Company, New York, and 
and mod 


entirely reorganized 


ernized. 
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For more than 50 years Griffin 


hinges have keen known for their 

fine materials and workman- 

ship. Griffin hinges are 

part of a wide variety of light 
builder's hardware 


quality produced by 
Griffin. 
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Toy Makers Report Sales Over 
$300,000,000 in 1948 


Reelect Kenneth P. Fallon President 


A prediction that toy sales 
for all of 1948 would exceed 
$300,000,000, or an increase of 
20 per cent over 1947, was made 
by Kenneth P. Fallon, vice 
president, The A. C. Gilbert Co., 
New Haven, Conn., and _ presi- 
dent of the Toy Manufacturers 
of the U.S.A., Inc., at the 31st 
annual convention of that as- 
sociation, Dec. 6 and 7, at the 
Hotel McAlpin, New York City. 
“The peak activity during the 
first three quarters of the year 
will more than offset the slow 
start of Christmas promotions in 
November,” Mr. Fallon pointed 
out. “The U. S. Chamber of 
Commerce has _ reported that 
sales of toys and sporting goods 
in 1948 involved a $13 per 
capita expenditure or one per 
cent of total expenditure for the 
nation.” Registration at the con- 
vention exceeded 170 members 
and guests, 

In a brief address at the 
luncheon. Monday, John  B. 
Kennedy, commentator, 
asked, “How can there b -eace 
until there 
national affairs?” He 
the United Nations 
Moral Council to 
moral 


putes, 


radio 


.er- 

» that 
include a 
the 
dis- 


is religion 


consider 
issues involved in 
with religious leaders of 
all faiths and creeds participat- 
ing. 

\t the Monday 
sion Russell M. Reedy. merchan- 
dise supervisor of Sears, 


Roebuck & Co.. Chicago, UL, de- 


afternoon ses- 


loves, 


clared that tov sales should be 
good for the next five or six 
years, because of the increased 
birth rate, but warned that 
manufacturers and distributors 


take heed as to the distribution 
of different age yzroups and that 


thev the 


quality. at 


increase 





same time decreasing 
meet consumer’s needs. 

“Packaging as a Merchandis- 
ing Tool” was the subject of 
Lawrence H. Taylor, vice presi- 
dent, Lippincott & Marzulies, 
Inc.. New York City, who 
pointed out that sales increases 
of as high as 30 per cent have 
been reported in numerous _ in- 
stances as the result of repack- 
aging, with some even as high 
as 600 per cent on some items. 
Legibility should be increased, 
with clear type for flash impres- 
sion and expression of contents 
on package, which will help the 
sales clerk make sales. 

In discussing “Freedom of 
Speech for Management,” David 


price to 


N. Aberman, Blumberg, Singer 
& Aberman, New York City, 
forecast amendments to __ the 


Taft-Hartley Law, but said that 
those portions relating to free 
speech for management would be 
retained. He emphasized that 
employers may not offer rewards 
for staying out of unions nor 
reprisals for joining them. As to 
the basing point decisions he 
said that there is need for Con- 
gressional clarification of the 
situation since the Federal Trade 
Commission think of 
price as what is left to the sell- 
er after the freight i- paid. 
William Cunningham, The 
Boston Herald-Traveler, spoke on 
international affairs at the Mon- 


seems to 


day evening banquet, urging 
Americans to rid themselves of 
fear of foreign powers. Sell our 
way of life and this nation will 
continue to be powerful and 
prosperous. He urged the im- 
portance of Americans under- 


standing a minimum of one for- 
eign language. William H. Mac- 


Cready, publisher. Plavthings 





Magazine, was presented with 
an illuminated scroll] in appreci 
ation of a half a century of per- 
sonal activity in the toy indus- 
try. 

The association’s Washington 
representative Dow Harter, said 
that he does not look for New 
Deal type expenditures, but 
forecast higher business and 
personal income taxes. He said 
he does not expect mandatory 
controls of steel for toy manu- 
facturing unless defense require- 
ments make it necessary and 
that some price contro] system 
might be set up for possible fu- 
ture use. 

Charles R. Stevenson, presi- 
dent, Stevenson, Jordan & Har- 
rison, Inc., emphasized the need 
for setting up standards of in- 
struction, measurement and re- 
ward in all fields. Since 1939 we 
have been operating in a sellers’ 
market. In many industries op- 
eration today must be at 85 to 
90 per cent to reach the break 
even point because of increased 
wages and materials and taxes. 
Every time you lower your costs 
you lower the break even point. 

Kenneth P. Fallon, vice presi- 
dent, The A. C. Gilbert Co., New 
Haven, Conn., was re-elected 
president of the association. 
New vice presidents are: Joseph 
M. Breneman, president, The 
Hubley Mfg. Co., Lancaster, 
Pa., and Arthur Raphael, exec- 
utive vice president, The Lionel 
Corp., New York City. Ben F. 
Michtom, Ideal Novelty & Toy 
Co., New York City, is treasurer, 
Bertram A. Gabriel, vice presi- 
dent, Sam’l Gabriel Sons & Co., 


New York, is assistant treasurer 
and Horatio D. Clark, 200 Fifth 
Ave., New York City, was re- 
elected secretary of the associ- 
ation. Newly elected directors 
are: W. T. Henretta, Holgate 
Bros. Co.. Kane, Pa.; Paul R. 
Holman. president, F. A. Whit- 
ney Carriage Co., Leominster. 
Mass.; W. A. Wenner, president, 
All-Metal Products Co.. Wyan- 
dotte, Mich.: Norman G. Win- 





Officers of the Toy Manufacturers of the U. S. A., Inc., are left to right:—Ben F. 
Michtom, Ideal Novelty & Toy Co., New York, treasurer; Bertram A. Gabriel, Sam’! Gabriel 
Sons & Co., New York, assistant treasurer; Arthur Raphael, The Lionel Corp., vice presi- 
dent; Kenneth P. Fallon, The A. C. Gilbert Co., New Haven, Conn., president; Joseph M. 
Breneman, The Hubley Mfg. Co., Lancaster, Pa., vice president, and Horatio D. Clark, 


New York, secretary 


7h 





HARDWARE 


termantel, vice president, Juniv: 
Toy Corp., Hammond, Ind., and 
Mr. Raphael. Directors contin 
uing in office are: Messr- 
Breneman; Cass S. Hough, Dai-\ 
Mfg. Co., Plymouth, Mic! 

James S. Lehren, Wolverine Sup 
ply & Mfg. Co., Pittsburgh, Pa 

Mr. Michtom; Mr. Gabriel: 
Clarence H. Goeke, The John © 
Turner Corp., Wapakoneta, Ohio 
and B. E. Weirick, The Kala 
mazoo Sled Co. 





R. W. GALVIN NAMED 
MOTOROLA EXECUTIVE 
VICE PRESIDENT 
Paul V. Galvin, president of 
Motorola Inc., Chicago, recently 
announced the appointment of 
his son, Robert W. Galvin, to the 





ROBERT W. 


GALVIN 


of executive 
of the radio and television firm 

The new executive vice-presi 
dent is 26 years old and has bee) 
a director of the company since 
1945. The post he now occupie- 
has been vacant since 1944, fo!) 
lowing the death of Joseph } 
Galvin, who was a co-founder o 
Galvin Mfg. Co., forerunner 
Motorola Inc. 

Robert W. Galvin has 
employed since 1940 in variou- 
phases of the company’s opera 
tions, including stock room. in 
coming inspections and commu 
nications. He was a student al! 
Notre Dame University unti 
1942, when he joined the WU. > 
Army Signal Corps. Medicall 


post vice-president! 


bee! 


discharged in 1943, he jerma 
nently joined the company a 
assistant in Motorola’s enzineer 
ing department. From thie 


branch he went into productivr 
contro] and later worked in the 
distribution and merchandising 
end of the business. Prior to his 
recent appointment he was for 
two-and-a-half years assistant t 


Elmer Wavering, vice-president 
in charge of Motorola’s ante 
radio division. 
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City College (N. Y.) Announces Dates 
For Retail Hardware, Builders’ Hdwe. 
Courses—Jan. 17 through Feb. 18 


the Building Industry ‘lrain- 
mg Center of the City College 
of New York has announced new 
sections of its retail hardware 
course and its hardware consult- 
ants course, the latter for sales 
and administrative 
builders’ hardware. Both courses 
will be given in intensive day- 
time sessions, five days a week 
from 9 a.m. to 4 p.m., starting 
Jan. 17 and ending Feb. 18, 1949. 
The courses will be given at the 
City College School of Business, 
430 W. 50th St.. New York 19, 
N. Y., complete registration de- 
tails being available from Victor 
E. Musso, supervisor of the Cen- 
ter. 


personne! in 


“The college, although a munic- 
ipal institution, is able to make 
this self-sustaining training avail- 
able to any qualified person as a 
service to the business communi- 
ty,” Mr. Musso said. “Retail 
stores, architectural hardware 
consultants and all distributors 
and manufacturers of builders’ 
hardware throughout the country 
should feel free to send their own 
personnel or recommend promis- 
mg men and women for the 
courses.” The number of people 
enrolled for either course will, 
of necessity, be limited. 

fo facilitate attendance from 
vutside New York City, the Col- 
lege officials have arranged for 
moderate-price rooms at good ho- 
tels where enrollees will have the 
advantage of mixing with hard- 
ware trainees from other cities. 

Cooperating with the College 
in presentation of the retail hard- 
ware course is The National Re- 
tail Hardware The 
builders’ hardware was 
started on the initiative of the 
American Society of Architectur- 
al Hardware Consultants and in 
cooperation with the National 
Contract Hardware Association 


Association. 
course 


Nearly half of the retail hard- 
ware course is devoted to giving 
'rainees a basic knowledge of 
hardware products, 
from the standpoint of what the 
store salesman needs to know to 
be able i. advise customers well. 
The other half of the retail 
course will concern general hard- 
ware store operations, including 
advertising, store arrangement. 
window display, show card writ- 
ing, merchandise planning, pric- 
ing and purchasing, human rela- 
tions. 

The builders hardware course 
program will follow the same 


all viewed 


HARDWARE AGE, DECEMBER 30, 





practical plan with the purpose 
of equipping enrollees to analyze 
hardware needs of buildings 
from architects’ blueprints; fa- 
miliarize them with construction 
operations to a point where they 
can schedule deliveries of items 
to coincide with construction 
progress; initiates them in build- 
ing codes, affecting hardware and 
requirements of specialized types 
of buildings: gives them an in- 
troduction to good salesmanship. 
purchasing methods. 
law, ete. 


husines- 


N.S.D.A. NAMES BOARD 
MEMBER, COMMITTEES 


The National Sprayer & Duster 
Association, 4300 Board of Trade 
Bldg., Chicago 4, at its quarterly 
meeting held in New York City, 
October 22, elected P. L. Hauser 
to membership on the Executive 
Board, according to Earl D. An- 
derson, secretary of the associa- 
tion. Mr. Hauser is general sales 
manager of the Lowell Mfg. Co., 
Chicago, Ill. 

Chairmen of the principal com- 
mittees are as follows: general 
planning committee, R. C. Hud- 
son, H. D. Hudson Mfg. Co.; 
markets and publicity committee 
—general chairman, C. D. Leiter, 
F. E. Myers & Bros. Co.; mar- 


kets committee, D. P. Lewis, 
H. D. Hudson Mfg. Co.; public- 
ity committee, H. F. Brandt, 


Dobbins Mfg. Co.; research com- 
mittee. G. H. Collier, Dobbins 
Mfg. Co. 

Looking to the 1949 
the member companies anticipate 
an increasing demand for spray- 


season, 


ing and dusting equipment on 
the part of the 
farmers, the food processing in- 
dustry and others for controlling 
insect and weed pests. New and 
improved models of equipment 
will be on the market next year 
designed to make the pest con 
trol job easier and more effective. 


home owners. 





_ 


GUIDE TO FAIR TRADE 
LAWS AGAIN AVAILABLE 

“A Practical Fain 
Trade Laws,” published by the 
American Fair Trade Council. 
1434 W. 11th Ave., Gary, Ind., is 
again available for $2.50. The 
book was originally conceived as 
a service to the organization's 
members, but it has been 
decided to make it available at 
cost to anyone wishing a copy. 
according to John W. Anderson, 
president. 


Guide to 


now 


1948 








Featured in the reference work 


are a handy chart tabulating 
salient points of the Fair Trade 
acts in the 45 states that have 


such laws, a classification, by 


jurisdiction, of reported cases 
interpreting provisions of state 
and federal Fair Trade laws and 
a typical state Fair Trade law 
and The book 
also contains a chapter reviewing 


unfair sales act. 


the economic factors which make 
Fair Trade a 
price manipulation, typical whole- 
Fair Trade con- 


weapon against 


sale and retail 
tracts, 

Designed to meet the needs of 
those concerned with Fair Trade 
in the manufacturing, merchan- 
dising and advertising fields, the 
guide will be extremely helpful 
within each organization in cor- 
relating Fair Trade policies. Mr. 
Anderson _ believes. 


, 


300 ENJOY KANSAS CITY 
HOUSEWARES CLUB 
CHRISTMAS PARTY 


Nearly 300 attended 
the fifth annual Christmas party 
of the Kansas City Housewares 
Club, 502 Merchandise Mart, 
Kansas City, held Dec. 4, op 
the Sky-Hi Roof of Hotel Con. 
tinental, Kansas City, Mo. 

A delicious buffet dinner 
served to the members and guests 
Following 


persons 


war 


attending the party. 
the dinner a gala floor show was 


presented with Harold Reed, 
general chairman of the party, 


serving as master of ceremonies 


A floor show was headed by 
Emma Prichard, singer, Vere 
McNary, marimba player and 


Earl Coleman and his orchestra 

Following the floor show, mem 
bers and guests enjoyed three 
hours of dancing. 
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Cc. L. MIZE 
Chester L. Mize, Sr., 09, trea- 
surer of Blish, Mize & Silliman 
Hardware Co., wholesalers, for 
31 years since the death of his 


father, Edward A. Mize, was 
killed Dec. 7, when the car in 
which he was driving alone, 


crashed into a concrete abutment 
on U. S. 59 over Stranger Creek 
just 10 miles southwest of Atchi- 
son, after he had suffered a heart 
attack. 

Mr. Mize 
father as treasurer of the Trinity 
Episcopal Church after the lat- 
death. He treasurer 
leaving the three 


also succeeded his 


ter’s was 
until 
years ago and was also organist 
of the church for years. 
In 1927 he was appointed to the 
was 


vestry 
many 


board of education and 
elected president of that board in 
1938 serving until 1943 when he 
asked to be of the re- 
sponsibilities of the office. He 
board 


relieved 
continued to serve as a 
member. 
Survivors 
and five children. 


include his widow, 


FRED T. DIBBLE 


Fred Thomas Dibble, 85, 
mer president of the Dibble Col- 
or Co., Detroit, Pratt & Lam- 
bert subsidiary, died in that 
city December 11. 

Mr. Dibble first 
painter in one of the plants near 
Flint, and later successively be- 
came head painter of the W. A. 
Patterson Co., truck manufactur- 


lor- 


Ww orked as a 


ers; the Durant & Dort Co., 
buggy makers; and the Buick 
Motor Car Co. While at Buick 


| he had charge of the develop 
ment and manufacture of 
motive finishes and this later de- 
veloped into the establishment 
of a separate company for their 
manufacture. 

In 1919, with the Robert 
A. Pulfer, he established the 
Dibble Color Co., the controlling 
interest of which was purchased 
by Pratt & Lambert Ine., in 192) 
Mr. Dibble 


president until his retirement @ 


aulo 


late 


continued as its 


number of years ago because of 


il] health. 


S. EUGENE PROCTOR 


S. Eugene Proctor, 84, 
Mass., 


Boston, 


reported to be one of 


the oldest active hardware deal 
ers and a partner in S. E. and 
R. C. Proctor, Inc., hardware 
company, on Franklin St., died 
Dec. 7 at the home of his son 
Robert C. Proctor, 37 West 
Plan St., Cochituate. 

He was a member of the Ma- 
sons. Surviving are two other 


sons, Harold E., of Danvers. and 
George F., of Falmouth 


GEORGE B. ANTHONY 


George B. Anthony, 65, retired 
New York hardware executive, 
died recently at a private nursing 
home in Whippany, N. J. Mr. 
Anthony was a former vice-presi- 
dent and treasurer of Stanley & 
Paterson Co., hardware concern, 
until his retirement after the 
company’s interests were sold to 
Westinghouse Electric Mfg. Co., 
in 1936. Survivors include his 
widow, Ida F. Anthony, and two 
daughters 











NATIONAL-IDEAL CO. 
HAS SALES MEETING 


“A great year for poultrymen” 

that 
opinion at a three-day meeting 
of midwest territory representa- 
tives of the National-Ideal Co., 
held in Toledo, Chio, Nov. 3, 4 
and 5. The meeting was 
ducted under the direction of 
M. H. Hackman, vice-president 
and general manager of 
National-Ideal, led a 
eral discussion on the favorable 
outlook of the poultry industry 
for the coming year, and on the 


was the consensus of 


con- 


sales 


who gen- 


sales and distribution problems 
of the company. 

Midwest representatives at- 
tending the meeting included 


Andy Houghton, Ill.; Erie Nehr- 
ling, Wisconsin; Bill Sander and 
Bob Barker, Ohio; Glen Comp- 
ton, Indiana, and Willard Nus- 


baum, Indiana. 


N. W. GILBERT JOINS 
GOODYEAR TIRE CO. 
lhe appointment of 
W. Gilbert to 
horsepower 


Norman 
head = fractional 
and replacement 
V-belt sales for Goodyear Tire & 
Rubber Co.’s mechanical goods 
livision was recently announced. 
Mr. Gilbert will make Akron his 


headquarters, reporting to J. F 


| a aylor, 
| V-belt sales. 





manager of Goodyear 


Growing usage of V-belts as 
power transmission mediums fo1 
small motor drives, such as are 
refrigerators, 
machines and vacuum 
has led Goodyear to add hard- 
and other 
disers to its sales outlets. 


used in washing 


cleaners. 
merchan 


ware firms 


STORM WINDOWS INC. 
NAMES 4 DISTRIBUTORS 


Storm Windows of Aluminum, 
Inc., 3049 Woodland Ave., 
land, Ohio, has announced the 
appointment of the following 
distributor organizations: Mid- 
west Material Co., 715 
Fort Wayne Ave., Indianapolis: 


Cleve- 


Supply 


The Harrod Co., Kendallville, 
Ind.; Building Materials Co., 
3516 N. Broadway, Muncie. Ind., 
and Storm Seal of Erie. 601 
Liberty St. Erie, Us 


RICHARDS MACHINE TOOL 
NOW RIMAT MACHINE 
TOOL 


Kichards Machine Tool Co. 
will hereafter be known as Ri- 
mat Machine Tool Co., accord- 
ing to an announcement by 
James H. Richards. general 


manager. Coincident with the 








KARL M. JOEHNCK 


change in name, the plant and 


offices of the company have been 
moved to new and larger quar- 


ters located at 1117 Air Way. 
Glendale 1, Cal. 

New personnel addition- io 
the company include Karl M. 


Joehnck, who has been name. 
sales manager. Mr. Joehnck has 
had 
trial production and sales, hav- 


with 


wide experience in indus- 


been connected Gen- 


ing 


eral Electric Corp., Manufactur- 
ers Chemical Corp. and the Kop- | 


pers Company. Inc 


HINDE & DAUCH PAPER 


PLANS NEW BOX FACTORY 


| 
| 
| 
| 


; Dauch Paper Company 


| 
' 





FOR RICHMOND, VA. 
The Hinde & Dauch Paper Co. 
Richmond, Va., has purchased 
land on Petersburg Pike for the 
construction of a new corrugated 
box factory. 
1930, 


The Hinde & 


has op- 


Since 


erated its factory in a part of the 
David M. Lea Co. premises, just 
off Petersburg Pike, on Hopkins 
At that time H & D took 
over the corrugated shipping box 


Road. 


division formerly operated by the 
David M. Lea Company, and the 
requirement by both companies 
for enlarged facilities has re 
sulted in the separation at thi- 
time of the operations by bot! 
companies. 


The factory will be equipped 
with the latest converting ma 
chinery with a capacity severa 


times the present output. 

The 
to be in charge of J. M. Southall 
plant manager, who has served 


operations will continur 


the company in Richmond fo: 
over 21 years. Package labora 


tory facilities will be available 
to design packing methods for 
customers. 

The building 
sterv brick and steel structure 


will be a onr 











METALOID WELCOMES YOU 
TO VISIT 


THEIR 


DISPLAY 


NATIONAL HOUSEWARES SHOW - Navy Pier, Chicago, Jan. 13-20, 1949 


We welcome you to Booths 814-816, to visit with our representatives and to see our complete line 


¥ STOR-A-BRUSH 
¥ UTILITY TABLE 
¥ HANDY HOSE HANGER 


ov NU-TOP Stove Pads* 


BRIGHT METAL 
(TIN PLATE) 


LITHOGRAPHED 


CHROMIUM PLATED 


STAINLESS STEEL 


78 


V DUAL DISPENSER 


V DeLexe DUAL DISPENSER* 
¥ ROASTER CABINET 
v NU-TOP BURNER PAD 


THE METALOID COMPANY - 5815 Kinsman Road - Cleveland 4, Ohio 
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*Guaraonteed by 
Good Housekeeping Magazine 
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THE LEADER SINCE 1872 
Red Devil Glass Cutters and other glaziers’, 
painters’ tools and machines are designed to the 
times—there’s no substitute for quality 

Send for Catalog 19 


RED DEVIL TOOLS. Irvington 11, N.J.,U.S.A. 
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© The Most Complete Line 
since 1899 


@ Nationally Advertised 
IMMEDIATE SHIPMENT, 


RDED THE GOLD MEDAL 
fom THE SAFETY pa 
BY THE AMERICAN 


OF SAFETY 
























WARDROBES, CHESTS, UTILITY CABINETS, AND CLOSET ACCESSORIES 
KEEP YOUR EYE ON E-Z-DO! — OVER 101 SUCCESSES NOW 


— Aud Wore pore On The Way! 


E-Z-DO + 261 FIFTH AVENUE + NEW YORK 
1855 Industrial Street, Los Angeles, Calif. 
1128 Merchandise Mart, Chicago, III. 











MOST ALL SIZES ON HAND 


Atlas Nail Co.. Ine. 


20 N. Wacker Drive:Phone ANdover 3-3068# Chicago 6, Il. 


* NOTE: WE WILL BUY YOUR SURPLUS NAILS 























ASK 
YOUR 

JOBBER 
TODAY! 












STYLED FOR BEAUTY « GUARANTEED FOR SERVICE 
Distributed exclusively through your jobber 


Made exclusively for 


AMERICAN IMPORT CO., San Francisco, California 
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' le > ‘ 
No. 923 . No. $ 
* Bit Brace I O ol 5 OX 4 Jack Plane 
No. 6386 No. 5114 


V Nail Hammer 


of the 
World 


TOOLS, 
Conn. 


__"Push-Pull” Rule 








STANLEY 
New Britain, 





CAULKING GUNS 


HAVE NO EQUAL" 


“*VITAL 








AND 
CARTRIDGES 


The complete original 1st 
line of guns and cartidges 
rotary style single unit handles, all styles; sizes 1 pt. 











to 2!/2 qts. Nozzles from 1/16" up. Vital Caulking Guns feature the 
new "Clear-flow" one-piece tapered nozzle—no strain, no slipping, no 
excess weight. Vital-Pak top grade compound cartridges keep guns 
clean, eliminate messy filling. List: from $4.00 to $17.00. Cartridges 
at current prices. Liberal terms. Call your jobber. 





The VITAL Products Mfg. Co. 


7500 Quincy Ave. Cleveland, Ohio 





* MARSHALLTOWN TROWELS * 


MARSHALLTOWN TROWEL COMPANY 
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ADVANCES 
Tin plate. Tin cans. 


DECLINES 
industrial alcohol. Extras on stainless steel products. 





Tin plate higher next year 
--An increase in prices for tin mill 
products has been announced by Car- 
negie-lilinois Steel Corp. The increases 
will range from 55 cents to 95 cents per 
base box of 100 lb. and will become 
effective Jan. 1, 1949, to be applicable 
for all of 1949. Tin plate is sold on an 
annual contract basis. Last April, Car- 
negie-Illinois reduced the price of tin 
plate 10 cents a base box. The com- 
pany restored the cut in July, at the 
time when other steel products were 
raised. Following are the 1949 prices 
for Carnegie-Illinois tin mill products 
per base box f.o.b. Pittsburgh, Pa., and 
Gary, Ind., compared with the 194% 
prices: 

New Old 

Electrolytic tin plate 


0.25 Ib. coating......$6.45 $5.80 
flectrolytic tin plate 

0.50 Ib. coating...... 6.70 6.00 
Electrolytic tin plate 

0.75 lb. coating...... 7.00 6.20 
Hot dipped, 1.25 Ib. 

SA 7.50 6.60 
Hot dipped, 1.50 Ib. 

coating 7.75 6.80 


Can - making quality 

black plate, 55 to 128 

ib. basis weight .. 6.75 5.10-5.20 
Special coated manu- 


facturing ternes 6.65 5.90 


All are subject to the seller's list of 
extras and deductions and_ standard 
conditions of sales. 

Carnegie-Illinois said the price of 11% 
ib, hot dipped tin plate on Jan. 1, 1949, 
will be 55 per cent higher than the $5 
price in pre-war 1939. “But because 
of improvements in provesses, includ- 
ing the development of electrolytic tin 
coatings of lighter weight, it is esti- 
mated that the weighted average price 
of tin mill products will be less than 


30 


45 per cent higher than in 1939, Dur- 
ing this 10-year period, prices of tin 
mill products have not advanced to the 
same extent as prices of many other 
basic commodities.” 
+ * o 

Tin can prices to advance— 
Can manufacturers indicate that the 
coming price increases on tin plate will 
be reflected in higher tin can prices 
next year. An official of Continental 
Can. Co. predicted the boost would be 
between 5 per cent and 10 per cent. 
The Carnegie-Illinois Steel Corp. rise 
in tin plate prices, 55 to 95 cents per 
100 lb., amounts to an increase of be- 
tween 10 per cent and 14 per cent in 
the price of tin plate, the major cost 
in the manufacture of finished cans, 
according to the Continental Can 
spokesman. 

a . . 


Extras on stainless steel 


Carnegie-Illinois Steel Corp. and Ameri- 


can Steel & Wire Co., subsidiaries of 
United States Steel, have jointly an- 
nounced reductions in the extras for 
several of their stainless steel products 
which will result in considerable sav- 
ings to users of these products. The 
amount of the reduction differs produc: 
by product, but the average reduction 
on the entire stainless stee] production 
of these two companies is approximately 
5 per cent. Among Carnegie-Illinois 
stainless steel products affected are 
plates, sheets, hot and cold finished 
bars, structural shapes, hot and cold 
rolled strip, and forging billets. Stain- 
less steel products manufactured by the 





American Steel and Wire Company in- 
clude cold rolled strip, cold finished 
bars, and wire. The new extras were 
effective at 12:01 a.m. Dec. 20, 1948. 

a +. a 

Industrial alcohol drops 
sharply—tThe price of industrial alco- 
hol is slipping toward pre-war levels. In 
the four weeks preceding Dec. 4, it de- 
clined 26 cents per gallon, to 49 cents. 
Trade sources generally expect a fur- 
ther series of drops to about 30 or 35 
cents per gallon by early 1949. Indus- 
trial alcohol, which in 1941 sold for 
about 25 cents per gallon, rose to more 
than $1 during the war, and stayed as 
high as 96 cents per gallon until March 
this year, when it dropped to 75 cents. 
Excess supplies of “blackstrap” mo- 
lasses, sugar by-product from which 
industrial alcohol is distilled, is the 
reason given by most trade sources for 
the sharp price reduction. 

on * * 

Hide prices—Expensive hides 
are still not on firm ground, despite 
their big dip from post-war highs. Cow- 
hides worth nearly 38 cents per pound 
in the fall of 1947 now bring 27 cents. 
But the present price is more than 
double the pre-war 1939 average of 
around 12 cents. Shoemakers’ supply 
backlogs meanwhile, are bulging, while 
less costly shoe making materials are 
cutting into leather’s field of use. Rub- 
ber composition soles, particularly in 
women’s shoes, have made great prog- 
ress since the war. Today only about 65 
per cent of all shoe soles are made of 
leather. Before the war, leather went 
into 75 per cent of all the soles. 

eee 


Commodity prices—Wholesale 
prices sagged 0.8 per cent during the 
week ended Dec. 7, so that the Labor 
Department’s weekly price index stood 
at 163.7 per cent of the 1926 average, 
compared with 165.1 per cent in the 
previous week. Farm products and food 
led the decline, each falling about 2 
per cent, according to the Department’s 
Bureau of Labor Statistics. Lower prices 
for livestock and meat and a seasonal 
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$0-HARD 


SCREWS | 


SHEET METAL 


Types A and B 


Made of steel, stainless steel 


and brass. 


Good inventories now of 


standard packaged lines. 


THE SOUTHINGTON 
HDWE. MFG. CO. 


Es. SOUTHINGTON, CONN. 


Est. 


1867 
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or 
To Increase SHALLOW 
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A complete —Thousands in daily 
li use, coast to coast, 
ME w4s giving complete sat- 
isfaction. 
DESIGNED for 2. ADVANCE DESIGN, 
BUILT DEEP PERFORMANCE 


—Patented, fluted, 
streamlined design. 
High performance. 


. ADVANCE DEALER 


—Factory-to-Dealer 
planincreases profit- 
margin. Investigate. 


d | d ' 
DEALER 3 Mieswared cotclog, lest out 


We Ga. SLO et OT = tad sd 




























SPACE-SAVING 
Big Orange 
Wall Merchandiser 












Available at 
NO EXTRA COST 
With Big Orange 
Assortment +2000 


JUST take in the money! This Silen: 
Salesman does the selling job fo: 
you . . . without taking up valuable 
space. Fasten to side or back wall 
and keep it filled with Big Orange 
Hi-Strength Clevises, Instant Locking 
Pins, Hay Bale Hooks and Pole Caps 


“Silent Salesman" 
Makes Profits JUMP! 


“Best silent salesman we have in the 
store,”’ writes a dealer. Customers see 
and serve themselves. The more they 
see, the more they buy! Put this 
space-saving wall merchandiser to work 
for you NOW! 


. Order From Your Distributor 
Swings OR WRITE US 
over 90° 
— * MIDLAND INDUSTRIES, INC. 
Wall Installation i CEDAR RAPIDS, IOWA 





















UP werde@ RUBBER COATED 


EGG BASKETS 


For quality egg production, profit-minded poultrymen 
use Androck rubber-coated egg gathering baskets for 
collecting and cooling eggs. Holds 15 dozen eggs 
(% crate). Heavy black rubber coating. 





BALE HANDLE 
with easy, 
comfortable grip. 





RUBBER COATING 
prevents breaking 
of eggs. 


BASKET SIZE 
13” top; 

11” bottom 
9” high. 


CAPACITY 
15 dozen eggs 
(% crate). 





#2393—RUBBER COATED 
#393—GALVANIZED WIRE 








THE WASHBURN COMPANY 


FACTORIES: WORCESTER, MASS., ROCKFORD, ILL., NILES, MICH 


$1 








THE LEADING 
HARDWARE JOBBERS 
FROM COAST 10 COAST 


Feature 


DHROM-EVER 


FANS | 


8-INCH STATIONARY 
10-INCH STATIONARY 
EL fed meh ler SW Wal, [c) 
12-INCH OSCILLATING 


OTHER CHROM-EVER 
Electrical Products Include: 
Window Ventilators, Percolators, Cas- 
seroles, Hot Plates, Butter Churns. 


See Us at the 


NATIONAL HOUSEWARES SHOW 
BOOTHS 798-800 


New York Sales Office, 1150 Broadway 


Seyi 7 ASSOCIATES, Inc 


131 STATE STREET, BOSTON 
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WILL NOT SHRIN«| 
STICKS AND STAYS pyr 
——— ne, 








WON'T SHRINK 
This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 





Here's the one that 









it WORKS BETTER. 


Most dealers report: 
“Our sales of Dur- 
ham’s Rock - Hard. 
Water Putty keep 
doubling, year after 

ear.” What’s more, 

urham’s Rock- 
Hard Water Putty 

ives you by far the 

st profit-margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. ‘Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. ¢ Packed twelve 1-Ib. cans or four 
4-Ib. cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-lb. drums for 
industrial usérs, 











The PLASTIC Repair Material 


in POWDER Form 






















| drop in prices of eggs were responsible. 
| The Dec. 7 level was 10.3 per cent 


| below the figure a month earlier, and 
| less than one per cent above the like 
| week last year. 


| 
| * * © 


| 
| 








“Sometime next year’—Says 
The Iron Age, which is affiliated with 
Harpware AGE, there is no chance that 


| the supply of steel will outrun demand 


before the second half of 1949, but the 
“highly shortage 
phase will come to an end” some time 
in 1949. The Iron Age also revealed 
that the “gray market” in steel has 
weakened—both in tonnage offered and 
in price—but that it has not yet been 
“knocked out. The extreme steel short- 


pressurized _ steel 


age bogey,” it continues, “is bound to 
die a quiet death in 1949. Steel firms 
have increased, and will continue to in- 
crease, their steel-making capacities.” 
Pointing out that demand for steel from 
the oil industry, from gas pipeline firms 
and from the automobile industry will 
continue heavy during most of 1949, 
Iron Age adds, that “a dark horse” in 
the picture is governmental and state- 
sponsored construction. “These may 
mushroom if reports of unemployment 
become widespread. Lay-offs have oc- 
curred in the metal industry, but they 
are so small a part of total working 
force that they are only a sign to 
watch at this time.” 
. * . 


Steel operations at top — 


| Steel operations for the week ended 


Dec. 18 were scheduled at 100 per cent 
of ingot capacity, according to the 
(American Iron and Steel Institute. This 
was unchanged from the previous week. 
4 month ago the indicated rate was 99 


| per cent. The current schedule is 


equal to production of 1,802,500 net 


| tons, against 1,711,400 tons a year ago. 


The Institute said it expects steel out- 
put for 1948 will be about 88 million 
tons; last year’s production was less 
than 85,000,000 tons. 


registered in 1944, when the industry 


The record was 


turned out 89,641,000 tons at the peak 
of the war effort. 
7 * * 

Where the steel is going — 
While steel ingot output this year will 
run about 88 million tons, during proc- 
essing, much of the ingot becomes 
scrap, so finished steel products will 
amount to some 65 inillion tons—a 
record for both war and peace. About 


| one-fourth of this is being turned out as 


sheets—hot and cold rolled and gal- 


| vanized. Sheets are the lifeblood of the 


auto and appliance industries, among 
others. About one-sixth of the products 
are bars—mostly hot rolled, but some 
of them cold finished. They also go 
into autos and trucks, but are vital to 
machinery, rail equipment and farm 


machines, as well. One-tenth of this 


year’s output is going into pipe, for the 
oil and construction imdustries. An 
other tenth will be turned into plates, 
for freight cars, ships, construction and 
other uses. Some 6 per cent is going 
into tin plate for containers, 4 per cent 
into wire and 3 per cent into rails. 
Word from Washington is that the de 
fense agencies want a 50 per cent in 
crease next year in the steel allotments 
for the armament program. Exclusive 
of 20,000 tons granted monthly to the 
Atomic Energy Commission, the arma- 
ment allocations now take about 108,000 
tons of steel a month. Steel exports 
are expected to continue at about the 
present rate, over 300,000 tons a month 


7 * o 


Want to absorb freight— 
Three big steel companies have said 
that they would absorb freight charges 
to meet competition if permitted by 
law to do so. Their position was set 
forth in letters to Senator Capehart 
(R., Ind.), chairman of the Senate 
group investigating the basing point 
pricing controversy. All three com- 
panies switched to f.o.b. mill pricing, 
following the Supreme Court decision 
last spring, which banned the “basing- 
point system” in the cement industry. 


Zine stocks away down—Slab 
zinc stocks held by U. S. producers and 
smelters have dropped to the lowest 
levels since 1940-41. They totaled 19,484 
tons on Nov. 30, off 24,947 tons during 
the month. The decrease reflected the 
earmarking of 26,295 tons last month 
for the government stockpile. Since 
1945, more than 260,000 tons of slab 
zinc have been set aside by the gov- 
ernment as a “reserve,” and it is ex- 
pected to purchase an additional 60,000 
tons by next June 30. 


. * * 


Less aluminum “coming up” 
—Aluminum Co. of America will make 
temporary reductions in allocations of 
aluminum products to its customers dur- 
ing the early month? of 1949. It also 
will cut back its own fabricating oper- 
ations. An Alcoa spokesman said alu 
minum supplies for civilian purposes 
will be cut substantially in coming 
months by military requirements for air 
craft and other defense applications. 
U. S. imports of aluminum from Canada 
will be curtailed by power shortages 
created by drought conditions in the 
Dominion. Then, too, Alcoa’s own 
aluminum ingot production will be low 
ered by 40 million pounds yearly, in 
February, when its Niagara Falls smelt- 
ing works will be closed permanently 
because electricity will no longer be 
available. 

* * . 
Lumbermen — Lumber pro 


ducers are worried over slow sales and 
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climbing inventories. Mills reporting 
to the West Coast Lumbermen’s Asso- 
ciation indicate inventories 81 per cent 
above a year ago. Their unfilled orders, 
meanwhile, are 38 per cent below the 
year-ago level. For 20 consecutive 
weeks northwest fir mills have turned 
more lumber than they have sold. North- 
western lumbermen quote No. 3 grade 
two-by-fours, wholesale, at $30 a thou- 
sand feet today, compared with $45 two 
months ago and $55 a year ago. “On 
the No. 4 (cheapest) grade, there is 
hardly any price,” says one mill man. 
“You can’t give it away.” The biggest 
fret for mill operators is their big in- 
ventory of high-cost logs. Some of the 
best saw logs they now have in stock 
cost them $45 a thousand feet. In pre- 
war days these logs would have cost 
$12 to $15 a thousand. Lumber produc- 
tion in 1948 has been mountainous. The 
total for the year is estimated around 38 
billion board feet. Pre-war (1939) out- 
put was about 28 billion board feet. 
a * * 
Paint industry sales up-— 

Sales of the paint industry for the first 
nine months this year ran about 2 per 

above the like 1947 period, says 
J. F. Battley, president of the National 
Paint, Varnish & Lacquer Association. 
The association represents 95 per cent 
of the companies in the industry. Mr. 
Battley predicts that the industry’s sales 
this year may surpass the $1,153,000 
volume of 1947. 

+ 7 ” 


A huge betterment — Metal 
plumbing fixture shipments during the 
first nine months of 1948 were valued 
at over $123 million, an increase of 42 
per cent over the like period last year. 
During the third quarter, shipments 
held this betterment, and were valued 
at $41,424,000. 

* + ad 

Gas appliances—Sales of gas 
ranges, gas refrigerators, gas water 
heaters and gas space heaters reached 
all time highs in 1947 and 1948, accord- 
ing to the Gas Appliance Manufacturers 
Association. Despite these sales records, 
manufacturers, in many cases, were pre- 
vented from meeting demands and 
reaching higher sales and production 
saturations by the lack of sufficient 
quantities of high grade enameling 
sheet steel and the lack of steel pipe 
which prevented expansion of gas ser- 
vice into many new areas and into the 
growing, established markets. These 
pipe line shortages curtailed expansion 
of distribution systems and made it 
impossible for heating and industrial 
equipment manufacturers to capitalize 
on the unprecedented demand for gas 
house heating and industrial gas appli- 
cations. With an increase of almost 20 
per cent over 1947, sales of residential 
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gas ranges attained an all time high 
in 1948 and reached 2,800,000 units. 
Automatic gas water heater sales to- 
taled 1,500,000 in 1948; gas space 
heaters 2,500,000 units: gas-fired cen- 
tral house heating (furnaces, boilers 
and conversion burners), almost 300,000 
installations. 
. . * 

Rubber situation— The year 
1949 will be a good one for the rubber 
industry and for business in general, 
according to present indications, Her- 
bert E. Smith, chairman of the board 
of the United States Rubber Co., New 
York City, stated recently. All rubber 
products are in plentiful supply, he said. 
Sales volume of the rubber industry 
in 1949 probably will total $3.5 billion, 
about the same as 1948. Approximately 
83,600,000 tires were sold in the United 
States in 1948. Although this is a drop 
from the all-time high record of 97,- 
500,000 units in 1947, it is far above the 
58,900,000 total produced in the pre-war 
year of 1939. Tire sales in 1948 are ex- 
pected to equal those of 1948. Rubber 
consumption in the United States for 
1948 is estimated at 1,075,000 tons, of 
which 625,000 tons is natural rubber 
and 450,000 synthetic. This is a slight 
drop from the 1,122,000 tons used in 
1947, but is almost double the 593,700 
tons consumed in 1939. It is estimated 
that the United States consumption for 
1948 was 56 per cent of all rubber con 
sumed in the world. Per capita con- 
sumption in this country is 17 lb., 10 
times the average for the world. Indus- 
trial rubber products, including hose, 
belting, packing and vibration-dampen- 
ing devices will be in strong demand in 
1949. Production of golf balls and other 
miscellaneous rubber products was sub- 
stantially above the pre-war level in 
1948, a pattern expected to continue 
through 1949. 

* 2 « 

Can’t hold them down—Wheat 
plantings near a record this year, and 
satisfactory conditions of the new win- 
ter wheat crop have just been reported 
by the Agriculture Department. Re- 
ports show that nearly 80 million acres 
will be seeded for the 1949 crop, and 
this is some 10 per cent larger than 
the recommended goal of 71,500,000 
acres. The record planting was 80,800,- 
000 acres in 1937. An average yield 
of 15 bushels an acre this year would 
produce 1,200 million bushels. The 
record output was 1,365 million bushels 
in 1947. 

7 * * 

Small broom-corn crop — A 
sufficiency of brooms for the kitchen is 
threatened by a smaller supply of the 
stuff that brooms are made of. This 
year’s production of broom-corn is away 
down. The six commercially producing 
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| Order Your Spring ‘49 
Garden Tools EARLY 


High food costs always stimulate home gar- 
dening. Every sign points to a big garden 
tool season in 1949. Don't let a sudden early- 
Spring demand catch you short-stocked. Find 
out which of your wholesalers sells the popular 
NORCROSS line 


early. 


NEW NC-4 Four-tine Cultivator 







and place your order 





ial 
Ferged from one piece high carbon 
steel—prongs oi! tempered. 4 1/3 
ft. selected hardwood handle; sanded 
smooth, lacquered clear, 


59-N One Prong Cultivator 


also, No. 19-N, with short handle. 


a 





WEEDERS 


25-N V-point Weeder and Asparagus Knife, 
14°" long. High carbon steel blade. 


Also 40-N, 45"" long, hardwood handle 
ASK YOUR INDEPENDENT JOBBER 


C.S. NORCROSS & SONS 








Bushnell, Illinois 


Quality Garden Tools 
Since 189I 
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@ Includes Washer, Lockwasher and 
Wing Nut, '/44" special wide head bolt. 
Electro galvanized. Ali fasteners assem- 
bled. Packed 100 in display carton. 
Large profit at a small investment. 


Order from your jobber or direct 


t 


D3 
SHavote Bott and Sci Co. 
Ne A 


BOSTON 10, MASS. 














... that drills the Masonry. 





Now offer KENNADRILLS to 
masons, plumbers, home 
builders, electricians, etc. 


Kennadrills have a sapphire hard 
cutting edge. So hard it stays sharp 
up to 100 times longer, and drills 
up to 5 times faster. It drills stone, 
marble, slate, asbestos, tile, etc., far 
easier, more freely than any drill 
bit ever built. Turbine action ejects 
cuttings. There’s no sticking, bind- 
ing, stalling. Holes are true, smooth 
and clean. Sizes 4” to 1%”, shank 
length 6”, 8”, and 10”. Used in 
rotary drills, drill presses, and hand 
braces. Sell the trade that drills 
masonry and make a profit. 


Write for Bulletin KH—today 


To help you sell we advertise in trade papers, 
Popular Mechanics; and supply dealer helps 





Dealers Wanted! 


KENNAMETAL Puc tarrose. pa 











states will furnish only about 28,600 
tons, all told, this year. Last year’s total 
was 32,800 tons, and the 10-year (1937- 
16) average was 42,690 tons. 
* om ~ 

Refrigerator capacity ample 
—Demand for home refrigerators will 
settle down to an annual basis of 3,- 
500,000 units in coming years, J. W. 
Craig, vice-president of Avco Mfg. Co.. 
predicted. With the industry’s present 
capacity around seven million units a 
year, he said, the prospective “normal” 
market points to intensified competition 
in home refrigerator sales. About five 
million refrigerators will be produced 
this year, a new high. The increase in 
the number of families and new home 
construction, together with generally 
subnormal inventories of finished units 
now in manufacturers’ and dealers’ 
hands, should keep 1949 production at 
a high level, he said. Output will con- 
tinue to be hampered next year, by 
shortages of steel and aluminum. 
Present high material and labor costs 
make lower prices, particularly for re- 
frigerators, extremely doubtful, accord- 
ing to Mr. Craig. A fourth round of 
wage increases, he said, would make 
price adjustments downward still more 


difficult. 


7 * * 


Gas industry—Despite contin- 
uing shortages of steel and other vital 
materials which retarded the planned 
expansion of its production and dis- 
tribution capacity, the gas industry 
established several new records in 1948. 
More customers were served with gas 
than ever before, gas utility revenues 
reached an all-time peak, output of gas 
attained a new high level and capital 
expenditures for construction and ex- 
pansion of gas utility systems surpassed 
any previous figure in the history of 
the gas industry. With gas utility com- 
panies planning an expansion program 
totaling $3.3 billion for construction 
and improvements over the next five 
years, with a substantial part of this 
amount allocated for 1949, there is 
every reason to believe that the gas in- 
dustry will continue its record-breaking 
progress in 1949, At the end of 1948 
the gas utilities were serving 22,689,800 
customers, including LP customers 
served directly by utilities. This was an 
increase of 4.1 per cent over the 21,- 
791,700 customers being served at the 
end of 1947, the previous record year. 
Based on normal rates of increase, the 
gas utilities will be serving nearly 
24,000,000 customers at the end of 1949, 
and with any improvement in steel short- 
ages and any appreciable amount of 
additional natural gas ‘n the manufac- 
tured gas areas, the 24,000,000 mark can 
easily be passed. In addition to the cus- 
tomers served by gas utilities, it is 


estimated that more than 4,500,000 cu- 
tomers are being served with liquefied 
petroleum or bottled gas in territories 
not reached by gas utility mains. 

* + 

Building materials — Produc 
tion of building materials during Sey 
tember was the second highest on 
record, the Department of Commerce 
announced recently. The index of pro 
duction for selected construction ma- 
terials for September reached 159.2 
(1939 monthly average equals 100) 
compared with 163.6 in August when 
a new high was recorded, according to 
the Department’s November Industry 
Report on Ctruction and Construction 
Materials. The August figure was the 
highest in the 10 years for which the 
monthly index has been compiled. The 
production drop in September was 
somewhat less than the normal seasonal] 
decline from August to September, the 
report states. On an overall basis, the 
index shows, output of building mate- 
rials during the first nine months of 
1948 exceeded output during the same 
period of 1947 by some 6 per cent. 
Production for the full year 1947 was 
the highest recorded in the 33-year 
period for which the Department’s an 
nual index has been computed. 

* o * 

Cotton yield slightly lowered 
—The Bureau of Agricultural Economics 
in its final report on the 1948 cotton 
crop estimates total production at 14,- 
937,000 bales. This estimate is 1.5 per 
cent below the forecast a month earlier, 
but compares with a 1947 crop of 11,- 
857,000 bales and a 1937-46 average 
crop of 12,014,000 bales. B.A.E. esti- 
mates the acreage in cultivation July 1 
at 23,372,000 acres, as against 21,500,000 
acres for last year, and a 10-year aver- 
age of 23,274,000 acres. The actual 
acreage for harvest this year will be 
ibout 8 per cent more than the 1947 
harvested acreage. 

. . . 

A report on fertilizer—The 
Agriculture Department says that, de- 
spite a generally brighter outlook for 
fertilizer this year, prospects for nitro- 
gen are only slightly better than last 
year and supplies can be expected to 
continue tight. This estimate for the 
1948-49 fiscal year indicates that in- 
stead of earlier estimated increase of 
10 per cent, supplies of nitrogen actu- 
ally will level off at about a 7 per cent 
increase. Phosphate supplies for fer- 
tilizer purposes are expected to reach 
2,100,000 tons, compared with about 2 
million tons available for the 1947-48 
fiscal year. Potash is estimated at l,- 
020,000 tons, compared with about 
920,000 for the 1947-48 fiscal year. This 
means about 5 per cent more phosphate 
and 10 per cent more potash. About 
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955,000 tons of nitrogen will be avail- 
able for commercial fertilizer for the 
1948-49 year as compared with about 
488,000 tons last year. 

. o . 


Inventories at new “high”’— 
Susiness inventories at the start of 
November were valued at $54,400 mil- 
ion, up $700 million from September, 
but “unchanged after seasonal adjust- 
ment.” the Commerce Department re- 
ported. They compared with inven- 
tories valued at $47,838 million at the 
same date in 1947, Stocks of durable 
zoods retailers rose about $75 million in 
October, while those of non-durable 
zoods dealers were off about the same 
amount. More-than-seasonal inventory 
increases were reported by retail auto- 
motive and general merchandise stores, 
counter-balanced by more-than-seasonal 
jeclines among apparel, lumber and 
building materials dealers. Only mod- 
erate inventory changes were reported 
among major wholesale classifications 
and among manufacturers, the Depart- 


ment said. 
s - o 


Are business profits ‘“over- 
stated?” How big are profits? Prob- 
ably not so “fat” as they look, says a 
recent study for the Joint Congressional 
Committee on the Economic Report. 
Debate on the post-war profits question 
this month went into full swing before 
a subcommittee headed by Senator 


Flanders. They are calling on professors, 
businessmen and labor leaders to help 
them decide whether post-war profits 
are too high and, if so, what can be 
done about them, and they are getting 
some contradictory answers. Meantime, 
in the hands of each committee mem- 
ber is an analysis by the group’s own 
staff economists which concludes that 
“record profits levels of the post-war 
period are far less conspicuous than 
they first appear.” One cannot judge 
profits by their size, says this report, 
any more than one can judge wages 
solely by the amount of money in a 
pay envelope. “Real profits” must be 
considered, and what they'll buy—as 
well as “real wages” and what they'll 
purchase. When this is cone, post-war 
profits—particularly the $18 billion 
1947 profits—do not look as high as 
when they’re just seen as billions of 


dollars. 
* > . 


Carloadings suffer decline— 
Carloadings of freight in the week 
ended Dec. 4 totaled 804,183 cars, a 
drop of 9.2 per cent below the like 
1947 week, the Association of Ameri- 
can Railroads announced. The A.A.R. 
thinks the reason is a return to the 
normal, pre-war pattern of carloadings. 
So far, A.A.R. adds, there seems no 
“reason for alarm.” Also, there had 
been a coal strike in 1947, and short- 
ages existed which boosted fall ship- 
ments far above normal 





Wholesalers—Economic Parasites? 


(Continued from page 52) 


far in advance, to allow for the 
longer period usually required by 
manufacturers to process and fill his 
order, and to establish rather elab- 
orate and expensive stock control 
systems. This results in a lower stock 
turnover and increases the risks of 
obsolescence, inventory losses, and 
seasonal carryovers of merchandise. 
The problem of storing the large 
inventories is also magnified. In 
breaking bulk, the wholesaler makes 
possible the more effective utilization 
of the retailer’s working capital, re- 
duces the retailer’s inventory invest- 
ment, and minimizes the above-men- 
tioned risks. 


Delivery 


Most wholesalers process all orders 
on the day they are received and 
deliver them shortly thereafter. By 
virtue of their proximity to the re- 
tailer and the fact that they fre- 
quently own and operate a fleet of 
trucks, wholesalers are invariably in 
a position to get merchandise to the 
point of sale more promptly than 
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manufacturers. The prompt delivery 
of a wide variety of quality merchan- 
dise enables the retailer to speed up 
his stock turnover and makes it pos- 
sible for him to operate with more 
limited capital without jeopardizing 
his opportunities for profit. The re- 
sultant fast turnover reduces all of 
the retailer’s operating expenses and 
enables him to keep his working 
capital in a more liquid condition. 


Extending Credit 


The financial assistance rendered 
by wholesalers is invaluable to re- 
tailers. It must be recognized that in 
the absence of wholesalers, many 
retailers would find it difficult, if 
not impossible, to secure satisfactory 
credit accommodations from manu- 
facturers. Their purchases from 
producers would frequently prove 
inadequate to justify a credit in- 
vestigation and the opening of an 
account. The wholesaler who sells a 
large number of items, is located 
near his customers, and maintains 
close and constant contacts with his 
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accounts through his salesmen, can 
extend credit and follow through on 
collections much more efficiently. 
Furthermore, the retailer can ar- 
range for credit accommodations far 
more readily with a limited number 
of wholesalers in his territory than 
with hundreds of manufacturers. It 
is readily apparent that as a result 
of dealing with fewer sources of sup- 
ply, the retailer avoids the problem 
of establishing the elaborate ac- 
counting system that would be re- 
quired in the case of extensive ac 
counts payable. 

Furthermore, in periods of finan- 
cial embarrassment, the retailer is 
far more likely to be given an op- 
portunity by the wholesaler to work 
his way out of his difficulties than 
if he owed small amounts to each of 
hundreds of manufacturers. 


Adjusting Complaints 

The wholesaler lends a sympa- 
thetic ear to the complaints and re- 
quests for adjustments received from 
retailers. If he had to make these 
requests to a large number of manu- 
facturers, the retailer would soon be 
snowed under with a burdensome 
and costly operation. 


Extending Merchandising 
Assistance 


Inasmuch as the wholesaler’s very 
existence and future growth are com- 
pletely dependent upon the success 
achieved by his customers, he is al- 
ways prepared to render sound mer- 
chandising counsel. Through his 
salesmen, the wholesaler keeps his 
customers abreast of market condi- 
tions, introduce new items, presents 
“leaders” at regular intervals, helps 
in preparing operating budgets. 
plans sales promotion campaigns, as- 
sists in store front and interior mod- 
ernization activities, prepares cata- 
logs and price lists, supplies window 
and interior display material, sets 
up model stores, prepares advertis- 
ing literature, assists in the training 
of retail salespeople, suggests model 
inventories, provides accounting and 
stock control systems, and distrib- 
utes manufacturers’ catalogs, price 
lists, circulars, electros, newspaper 
mats, and point-of-sale display mate- 
rial. 

(1) The wholesaler’s salesman 
calls on the same retailers at regular, 
frequent intervals. High pressure 
salesmanship can never be applied 
successfully under those conditions. 
The wise retailer appreciates the fact 
that he has a real business friend in 
the wholesaler’s salesman and that 
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he can count on him in any emer. 
gency. 

(2) The retailer’s “book work” is 
greatly simplified when he buys from 
the wholesaler. He receives fewer 
shipments, fewer invoices must be 
checked, and fewer accounts payable 
must be maintained. 

(3) Fred Lazarus, Jr., president 
vf the Federated Department Stores, 
Inc., Cincinnati, and a member of the 
C.E.D. Board of Trustees, recently 
stated: “If we are to preserve a dy- 
namic and progressive economy in 
our country, we must have a satis- 
factory birth rate of our business 
babies and an economic diet and cli- 
mate that will favor and not handi- 
cap their growth.” Suffice it to say 
that it would prove virtually impos- 
sible for anybody to start a retail 
business in any field involving a wide 
variety of merchandise without the 
direct assistance of wholesalers. The 
wholesaler is the bulwark of small 
business generally, and of the inde- 
pendent distributive system spécifi- 
cally. 

Even the most cursory analysis of 
the wholesaler’s functions will at- 
test to their indispensability. The 
functionary may be eliminated but 
it is impossible to eliminate the es- 
sential wholesaling functions. The 
fact of the matter is that the whole- 
saler has contributed materially to 
the orderly expansion of the econo- 
my of our nation by rendering in- 
valuable services both to manufac- 
turers and retailers. Complete indus- 
trial chaos would be the inevitable 
result of the elimination of whole- 
salers and the transfer of their func- 
tions to the manufacturer or retailer. 
or both. 


Efficiency 


Let us now focus our attention on 
the question of efficiency. Inefficiency 
in distribution is just as intolerable 
as inefficiency in production. It can- 
not, it must not, it will not be con- 
doned in the competitive struggle 
that lies ahead. Recognizing that in 
a battle for survival the inefficient 
must die, many wholesalers through- 
out the country have been actively 
reviewing every phase of their opera- 
tions with a view to increasing eff- 
ciency. 

The following are some sugges- 
tions which may serve as a check list 
for all progressive wholesalers who 
are interested in achieving maximum 
operating efficiency: 

1. Establish sound geographical 
limits for the market to be served. 

2. Determine the number and dis- 


tribution of people in the market. 

3. Determine the number and dis- 
tribution of retail outlets in the mar- 
ket. 

4. Analyze the per capita income 
in each segment of the market. 

5. Study consumer buying habits 
and optimum price levels. Scientific 
market and marketing research can 
produce data that will enable top 
management to determine sound pur- 
chasing, selling, sales promotion, ad- 
vertising, and operating policies and 
give direction to the establishment of 
profitable markets for the whole- 
salers’ goods. 


Sales Organization 


6. It is impossible to over-empha- 
size the importance of a strong, well- 
trained and well-managed sales or- 
ganization. Great care must be exer- 
cised in recruiting, selecting, train- 
ing, equipping, assigning, supervis- 
ing, stimulating and compensating 
the sales organization. These vital 
functions of the sales manager are 
frequently under-emphasized despite 
the universal recognition of the fact 
that sales are the lifeblood of a 
business. 

7. Buying policies should be care- 
fully reviewed, as well as the whole- 
saler’s relations with his suppliers. 
Buying policies must be reconciled 
with satisfactory turnover and great 
care must be exercised in securing 
quality products, sound prices, 
terms, discounts, and sales promo- 
tion and advertising assistance from 
manufacturers. 

8. The physical plant, receiving, 
warehousing, order-processing, and 
shipping operations must be care- 
fully re-appraised. The following are 
some of the factors that should be 
considered: 

(a) The location of the warehouse 
in relation to the location of sources 
of supply and customers. 

(b) Scientific layout and depart- 
mentization within the warehouse 
to assure an orderly movement of 
goods and the processing of orders 
with maximum efficiency. Waste mo- 
tion in the assembly of orders must 
be reduced. Excess travel and back- 
tracking must be eliminated. 

(c) Mechanized methods should 
be introduced wherever feasible. 
Great strides have been made in the 
development of materials handling 
equipment, gravity rollers, chutes, 
pneumatic tube systems, power- 
driven lifts, conveyor belts, ramps, 
loud speaker systems, overhead mov- 
ing chains, and palletizing equip- 
ment. 

9. Sales analysis by lines of mer- 
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mister FIVE by FIVE 


On this fertile display island, exactly 5 ft. 
square, many an extra profit will grow for 
Myers Dealers whose merchandising alertness 
keeps them abreast of today’s opportunities, 
This fixture and dozens of other displays, signs, 
advertising and promotional aids are fully 
illustrated and described in the Myers Dealer 
Aid Catalog and Supplement. Study it carefully. 














RIGHT Quality Diamond bored. 
Individually tested for true run- 


ning. 

RIGHT Line. Complete line of V- 
belt, variable speed and step- 
cone pulleys, V-belts and flexible 
couplings. 

RIGHT Packaging. Individual 3- 
— boxes with lots of eye ap- 

RiGHT Prices. Low prices mean WRITE 


volume. Long discounts mean 
profits. for CATALOG 


THE F. E. MYERS & BRO. CO 
Dept. M-44, Ashland, Ohio 





CONGRESS °° DRIVES 


3750 E. OUTER DRIVE, DETROIT 12, MICH. 














MAKE MORE MONEY 
FROM YOUR 

LAWN SPRINKLER =< 
SALES THIS YEAR 


HUBBARD SPRINKLERS ARE EASY TO SELL 


More fast selling features plus dealer 
sales helps and moving display assure 
a fast turnover. 

























Made of Finest Alloy Steel 
Heavy Gauge 

Correctly Tempered to With- 
stand Heavy Factory Use 
Each Blade Attractively 
Packaged & Labeled 


Rie CROSS CUT 
& CUMBINATION 


Your customers will like the 28 water 
lubricated, non-rust, stainless steel ball 
bearings. Sprinkler operates on only 2 
Ibs. water pressure. This is important 
during heavy watering periods. 


Deliveries Made 
From Stock, 





Mail & Phone 
Scientifically designed direc- Sell These Sows 
tional nozzles saturate evenly At 
without puddles or dry spots. pot 
Pays for itself by cutting Make a 


water bills. GREATER PROFIT! 


WRITE TODAY FOR 
FULL INFORMATION! 


Manufacturers of 
Circular Saws, Band 
Sows, H. S. Ploner & 

Jointer Knives, Moulding Blanks, 
Beveled Edge Shaper Steel, Dado Sets 














ATTENTION! Mrc. Acents!! : : Ey 
Some choice, exclusive terri- | HUBBARD MFG. CO. L ry FAY E TTE ‘S$ AW & KNIFE. INC. 


tories are still available. P P ° 
Minneapolis, Minn. 115 BANKER STREET BROOKLYN 22, N. Y¥. 
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The builders’ 
hardware with a 
National reputation! 


N the farm, in the home, the office 
and the factory you will find 
National hardware on the job—and 
serving wail too. 
Years of manufacturing experience is 
back of the many fine products em- 
braced in the complete National line. 
The trend of styles and requirements of 
buildings cf today and tomorrow have 
served as a guide to our skilled de- 
signers in developing the most modern 
ideas in mechanical actions. Simplicity, 
anti-friction and trouble-free depend- 
ability are but a few of the built-in fea- 
tures of National hardware. 
Your trade will appreciate the attrac- 
tive protective finishes on the hardware 
and the care used in their packaging. 
NATIONAL 
maa MANUFACTURING CO. 


STERLING * ILLINOIS 













The Best Are 


BETTER BRAND 


mouse and rat 
TRAPS 










* METAL OR WOOD TRIGGER 
© FOUR-WAY ACTION 
¢ OIL TEMPERED SPRINGS 


McGILL METAL PRODUCTS CO. 


Marengo, Illineis 
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chandise, by salesmen, by custom- 
ers, by size of orders, and by terri- 
tories may prove helpful in achiev- 
ing a high level of profitable sales 
volume. 

10. Sound credit control is essen- 
tial to keep all accounts on a current 
basis and to reduce the total amount 
outstanding, as well as the average 
age of accounts. 

11. Good inventory control can 
serve as the basis for determining 
when to buy and in what quantities 
to buy. It also serves to indicate 
whether inventories are too high, too 
low, or at the right level in relation 
to sales. 

12. The control of delivery costs 
has become increasingly important 
since wholesalers in most meropoli- 
tan areas nuw deliver by truck. The 
proper organization of routes to pro- 
vide a profitable number of stops 
and to eliminate unnecessary mile- 
age is essential. 

13. Operating expenses in genera] 
should be reviewed regularly in or- 
der that satisfactory controls may be 
established. 

It is axiomatic that the efficient 
performance of their essential func- 
tions by wholesalers will: 

1. Maximize their contribution to 
expanded markets and to a further 
enhancement of our already high 
standards of living. 

2. Provide insurance against the 
concentration of our’economy in the 
hands of big business monopoly. 

3. Assure the continuance of the 
free enterprise system that has made 
a_ relatively 
short span of years. as the history 


our country great in 


of nations goes. 

4. Assure the continuance of our 
industrial democracy and serve as a 
bulwark against ‘encroachment of 
ideologies inimical to the American 
tradition. 


Should Tell Their Story 


[t does suffice for wholesal- 
know the economic 
truths about their essentiality and 
the services they render. If it be true 
that the meek shall inherit the earth 
it is safe to predict a brilliant future 
for the wholesalers of the country 
for they have never made a concert- 
ed effort to tell their story to the 
public. There exists a real need for 
an aggressive, hardhitting public re- 
lations campaign to counteract the 
gibberis’ of economic pollyannas 
who, at regular intervals, try to de- 
lude the American public into be- 
lieving that the wholesalers are tax- 
ing their purchasing power unduly. 
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MORE DEALERS 
THAN EVER BEFORE 


EXTRA PROFITS 


AUTOMOBILE COMPASSES 


will make 


in 1949 


with HULL 





ULL COMPASSES will be 

sold by more thousands of 
dealers and jobbers then ever 
before, in 1949. The reason is 
important to you. It's simply 
because Hull Compasses again 
proved in 1948 — their 15th 
year of increasing sales—that 
they are a surefire bet as a 
source of easy, added profit. 
The market has pever stopped 
growing. Your customers will 
buy them too. 








(A) BEACONLITE Illuminated 
Automobile Compass. List 
Price $5.95 

(8) STREAMLINE Standard 
Automobile Compass. List 
Price $3.95 

(C) STREAMLINE Marine Com- 
pass. List Price $2.75 








ee ee ==" (Mail Coupon) 

HULL MFG. CO. 

P. O. Box 246-HAl, Warren, Ohio 

Send me information and prices on the Hull Auto- 
mobile Compasses. 

DEE vacovcsinetsess cuneseertaeondenesssdamters 
Check Dealer Chain Store Jobber 
ED 6.06 svercuedecdsccsoensseiepeneessoeen ses 

DP icksawns, sav svinseedemibad STATE 











Changes 


New 


trade names are constantly 


products and new 


being added to the _list- 
ings for the next Directory 
Number of HARDWARE 


AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 


glad to serve you. 


WwW 


HARDWARE AGE 


100 E. 42nd St., New York 17, N. Y. 








AGE. DECEMBER 30, 


1948 








COM 


RECC 


Packt 








Todc 
deliv 
ing i 
veni 
—he 
and 
pric: 











HARD 








z 


x 





948 






















FOR COMPETITIVE SALE! 


BRAIDED COUPLED GARDEN ~“ 


Now! 


— GRASS 
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* SHEARS 


with the 


BURNS 


SERRATED 
EDGE 




















RETAIL These featherweight shears 
PRICES weigh only 92 oz. and 
5e** SINGLE BRAID $9.29 never need sharpening! 

(25 Foot Length) pied | . 
COMPLETE WITH FITTINGS 50 Foot Length.. 4.58 Made with the famous Burns 
SOLD THROUGH *a** TWO BRAID Serrated Edge you've sold 
RECO (25 Foot Length). . 3.29 | bread 
COGNIZED JOBBERS ONLY Z 50 Foor Length. . 6.58 | See them at the so many yeors on brea 
Sompl ail BRAID Chicago knives and other cutlery. 
. oe se ripest (25 Foot Length). 3.98 Housewares Show ® tre hand sek 
Packed: 10-25" Lengths : 5-58' Lengths 50 Foot Length. 7.96 : Won't tire hand. Cut quic 
F - a a in Jonvary and clean. Blades of tem- 
. ©. 6. Philadelphia —Special price / BOOTH 629 pered and ground cutlery 


to recognized jobbers and distributors 








steel. A fast seller for 
Spring at about $1.85 retall. 











} THE BURNS 

/ MANUFACTURING CO. 
j 1208 E. Water St. 
Syracuse, N. Y., U.S.A. 


HANCOCK MANUFACTURING Inc. 


131-137 S. Second Sr. ° Philadelphia 6, Pa. 











‘LYO 





a: Branches and Dealers in All Principal Cities 














IRONING TABLE THE BETTER 


amen onvnny me MeL aYY BIGGER S VALUE 


Today we can make good JUICER 
JUICER 









deliveries on this fast-sell- 
ing item. Light, strong, con- 
venient to open and close 





—has steel understructure , 
and wood top. Get your order in now. Dealer's net 
price—F.O.B. Factory $4.55 each. 


LYON METAL PRODUCTS, INCORPORATED 


General Offices: 1223 Monroe Ave., Aurora, Ill. 


j 














Aw, “ 
PLE pace awn FOR 


MO, 






Individually and Attractively Boxed 













| PIVOT BASE “KWICKY-ER™ 

| All-in-one Aluminum juicer pivots Races through fruit juicing nses 
freely on rubber base which grips in a jiffy—no detachable parts to 
table without marring or scratch- clean. 
ing. 


winpow Brust WE UCSCRY Pe 
and SQUEEGEE 


MORE EFFICIENT pare SOtAAR VARS 
omplete satisfaction — more for 


Gets ALL the juice—no bitter peel the money 






rhere’s a Minute Mop fast-seller to speed every house oil. Strains coarse pulp and seeds 
hold cleaning job. Women want and BUY the popular - no holes to clog pouring 
Minute Dish Mop, Soap Bank, Bath Tub Brush, Win- 
hci, sage 6 Mees , y Ad- 
dow Brush and Squeegee. Toi-lLa-Kleen, and the long EASIER attonatly - 
vertised in Better 


famous standard size Minute Mop and Drainer, and 
also the new Jumbo Minute Mop for large floor areas 
All made of Du-Pont Cellulose Sponge. Write or phone 
your jobber today 


MINUTE MOP 00. Buti! 





Three strokes of the handle usu Homes and Gar- 
ally extracts all the juice. Easy to dens and Sunset Magazines 
keep clean. 7 : 
Write for complete information 
Manufactured by 
QUAM-NICHOLS COMPANY 


33rd Place and Cottage Grove, Chicago 16, Ill. 
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Quality Line of Door 
Pulls and Handles. . 


Finished to a 
High Lustre 





Y Brass or 
Me. 130 
, Satin Finish, 
Ne, 102 
Also Available 

re Me. 106 

dh in Polished and 
mf) Dull Chrome. 
kag 


Write for Catalog No. 4-A Fully Illustrating 
Bur Builders’ Hardware and Specialty Items. 





Rockwood Manufacturing Co 


Rockwood, Pennsylvania 











STORM 
SASH 
ADJUSTER 


Open Storm Windows 
with One Hand 
to Any Desired Degree 


Holds sash firmly in strong winds, 
either open or closed . . . locks se- 
curely ... remains silent for its 
lifetime. Strong angle formed arms 
are of zinc plated steel, bakelite 
washers. Includes right and left 
arm, pull and screws. Approximate 
retail 60c per set. 


Visplay Modeis for Dealers 


O Ask your Jobber 


BRASS WORKS. INC 








250 EAST FIFTH STREET § 
ST. PAUi 1, MINNESOTA 
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Ace Stores, 25th annual meeting 
and exhibit, Jan. 24-26, 1949, at the 
Hotel Sherman, Chicago. Sponsored by 
Ace Hardware Corp., 1319 S. Michigan 
Ave., Chicago 5, Ill. E. G. Lindquist, 
vice-president and secretary. 


American Hardware Manufac- 
turers’ Assn., 96th semi-annual con- 
vention to be held jointly with the 58th 
annual convention of the Southern 
Wholesale Hardware Assn., April 
1-7, 1949, at the Palm Beach Biltmore, 
Palm Beach, Fla. Dr. Arthur L. Faubel, 
342 Madison Ave., New York City 17, 
is secretary-treasurer of the manufac- 
turers’ association. T. W. McAllister, 
Orlando, Fla., is secretary of the whole- 


salers’ association. 


American Hardware Supply Co. 
annual meeting and exhibit, Jan. 24-26, 
1949, at company headquarters, 41-43 
Terminal Way, South Side, Pittsburgh 
19, Pa. Annual banquet will be held 
Wednesday night, Jan. 26, at the Wil- 
liam Penn Hotel. 


American Toy Fair, March 7-18, 
1949, with temporary displays at Hotels 
New Yorker and McAlpin, New York 
City, in addition to displays at 200 Fifth 
Ave., and other permanent showrooms. 
Sponsored by Toy Manufacturers of the 
U.S.A., 200 Fifth Ave., New York City. 
H. D. Clark is secretary. 


Arkansas Retail Hdwe. and Imple- 
ment Assn., convention and exhibit, 
Feb. 14-16, 1949, at the Hotel Lafayette, 
Little Rock. A. W. Porter, Lafayette 
Hotel, Little Rock, is executive secre- 
tary. 

Associated Pot and Kettle Clubs 
of America, convention, June 19-22, 
1949, at the Santa Barbara Biltmore 
Hotel, Santa Barbara, Calif. Convention 
chairman, George H. Slater, 712 So. 
Olive St., Los Angeles 14 


Bicycle Institute of America, an- 
nual convention, March 28-April 1, 1949, 
at the Boca Raton Hotel, Boca Raton, 
Fla. Association headquarters, Room 
1215, 10 Rockefeller Plaza, New York. 


Builders’ Hardware, Regional Con- 
ference of the National Contract Hard- 


CONVENTIONS 






COMING 





AND 
EVENTS 





Corrected Each Issue According to Latest Dota 


ware Assn. and the American Society of 
Architectural Hardware Consultants, 
April 11-13, 1949, at the Arizona Bilt- 
more Hotel, Phoenix, Ariz. Victor H. 
Nelson, Foxworth-McCalla Lumber Co., 
Phoenix, Ariz., is chairman of the 
meeting. 


California Retail Hardware Assn., 
annual convention, Feb. 14-16, 1949, at 
St. Francis Hotel, San _ Francisco. 
LeRoy Smith, Room 262, Western 
Merchandise Mart, 1355 Market St.. 
San Francisco, is secretary. 


California Gift Show, Jan. 23-28, 
1949, in Los Angeles, Cal., at the Brack 
Shops, Merchandise Mart Alexandria 
Hotel, and individual showrooms. 


Coast-to-Coast Stores annual meet- 
ing, Feb. 6-9, 1949, at the Nicollet Ho- 
tel, Minneapolis, Minn. “Mastercraft” 
meeting, April 24-26, 1949, also at the 
Nicollet Hotel. Sponsored by Coast-to- 
Coast Stores Central Organization, Inc., 
29-43 Main St., S.E., Minneapolis 14, 
Minn. York Langton, trade extension 
manager. 


Connecticut Hardware Assn., annual 
convention, Jan. 25-26, 1949, at the 
Stratfield Hotel, Bridgeport, Conn. Ned 
Russell, Harris Hdwe., Southport, Conn., 
secretary. 


Cotter & Co., dealer-owned whole- 
salers, convention and merchandise 
show, Feb. 21-22, 1949, at its office and 
warehouse, North Pier Terminal, 365 
E. Illinois St., Chicago 11. 


Franklin Hdwe. and Supply Co., 
annual convention and exhibit, Feb. 2-3, 
1949, at the company quarters, 918-928 
N. Delaware Ave., Philadelphia 23, Pa. 
F. Leon Herron is executive vice-presi- 
dent of the company. 


Home Show, third annual Home 
Show of St. Louis, Feb. 12-20, 1949, at 
the Kiel Auditorium. Sponsored by the 
Home Builders Assn. of Greater St. 
Louis. Details available by writing to 
1624 Delmar Blvd., St. Louis, Mo 


Housewares and Appliance Show, 
Jan. 13-20, 1949, at the Navy Pier, 
Chicago, Ill. Sponsored by the National 
Housewares Manufacturers’ Assn., 1402 


HARDWARE AGE, DECEMBER 30, 1948 





Mere 
Chic: 
utive 
ill 
venti 
The 
F. Ey 
cago, 
In 
venti 
India 
Mura 
coln 
sylva 
secre 
lo 
tion | 
Moin 
Save! 
Jacol 
Ke 
conve 
at th 
W. 1 
is sec 
Le 
and J 
joint 
1949, 
a. 3 
Davi 
Rm. 
M: 
Cons 
Well: 
Marc 
15, 1 
Za, 1 
29, 1 
Mi 
conve 
at De 
exhil 
Schu 
Lans 
Mi 
sored 
Mact 
1108 
folloy 
Hote! 
Mi 
conve 
it 
(curti 
hitor 
24th, 
tary. 
Mi 
and | 
joint 
1949, 
La. 
Davir 
Rm. 
Mi 
conve 
1949, 
Louis 


Louis 


HAI 





of 
its, 
silt- 


in 


the 


sn., 
at 
CO. 
ern 


ria 


al 





Merchandise Mart, 222 No. Bank Drive, 


Chicago 54. A. W. Buddenberg is exe 
utive secretary. 

Illinois Retail Hardware Assn., con- 
vention and exhibit, Feb. 22-24, 1949, at 
The Hotel Sherman, Chicago, William 
F. Ewart, 1194 Merchandise Mart, Chi- 
cago, is association secretary. 

Indiana Retail Hardware Assn., con 
vention and exhibit, Feb. 15-17, 1949, at 


Indianapolis. Convention and exhibit at 
Murat Temple; hotel headquarters, Lin 
coln Hotel. G. F. Sheely, 333 No. Penn- 
sylvania St., Indianapolis, is association 
secretary. 

Iowa Retail Hardware Assn., conven 
tion and exhibit, Feb. 8-11, 1949, at Des 
Moines. Hotel headquarters, Hotel 
Savery: exhibit, Coliseum. Philip R 
Jacobson, Mason City, lowa, is secretary. 

Kentucky Retail Hardware Assn.. 
convention and exhibit. Jan. 18-20, 1949, 
at the Brown Hotel, Louisville. Dwayne 
W. Laws, 501 Republic Bldg., Louisville. 
is secretary-treasurer. 

Louisiana Retail Hardware Assn 
and Mississippi Retail Hardware Assn.. 
joint convention and exhibit. June 6-8. 
1949, at the Hotel Jung, New Orleans. 
La. Secretary for both associations is 
David O. Mansfield, 226 S. State St.. 
Rm. 16, Jackson, Miss. 

Marshall-Wells Associate Stores 
Congresses sponsored by the Marshall 
Wells Co., Duluth 1, Minn., as follows: 
March 7-9, 1949, at Duluth: March 14- 
15, 1949, at Billings, Mont.: March 21- 
23, 1949, at Portland, Ore.: March 28- 
29, 1949, at Spokane, Wash. 

Michigan Retail Hardware Assn.. 
convention and exhibit, Jan. 25-27, 1949, 
at Detroit. Hotel headquarters, Statler: 
exhibit, Convention Hall. Harold W. 
Schumaker, 1112 Olds Tower Bldg.. 
Lansing 8, is secretary. 

Mill Supply regional meetings. spon 
sored by the American Supply and 
Machinery Manufacturers’ Assn., Ine.. 
1108 Clark Bldg., Pittsbureh, Pa.. as 
follows: Jan. 13, 1949, Edgewater Gulf 
Hotel, Biloxi, Miss. 

Minnesota Retail Hardware Assn.. 
convention and exhibit. Jan, 18-20, 1949, 
ut Minneapolis. Hotel headquarters, 
Curtis Hotel: exhibit, Minneapolis Au 
litorium. CC. J. Christopher, Nicollet at 
24th, Minneapolis, is association secre 
tary. 

Mississippi Retail Hardware Assn. 
and Louisiana Retail Hardware Assn., 
joint convention and exhibit, June 6-8, 
1949, at the Hotel Jung, New Orleans. 
La. Secretary for both associations is 
David O. Mansfield, 226 S. State St., 
Rm. 10, Jackson, Miss. 

Missouri Retail Hardware Assn.. 
convention and exhibit, March 8-10, 
1949, at the Jefferson Hotel, St. Louis. 
Louis ©. Kreh, 1189 Areade Bldg., St. 


Louis, is association secretary. 
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Mountain States Hardware and Im- 
plement Assn., convention, Jan. 12-13, 
1949, at the Cosmopolitan Hotel, Den- 
ver, Colo. Mrs. Margaret A. Bartlett, 637 
Pine St.. Boulder, Colo., is secretary. 

Nebraska Retail Hardware Assn., 
convention and exhibit, Feb. 15-17, 1949, 
at Omaha. Headquarters. Paxton Hotel: 
exhibit. Auditorium. C. A. MeCoy, 325 
Insurance Bidg., Lincoln 8, is secretary. 

New England Hardware Dealers 
Assn.. convention and exhibit, Feb. 22- 
4. 1949, et the Statler Hotel, Boston, 
Mass. Russell R. Mueller, 185 Dart 
mouth St., Boston 16, is secretary. 

New York State Retail Hardware 
Assn.. convention and exhibit, Feb. 
15-17. 1949, at Buffalo. Convention 
headquarters at Hotel Statler: exhibit 
ut Municipal Auditorium. Nicholas H. 
Kiley, 509 Hills Bldg.. Syracuse 2, is 
secretary. 

North Coast Retail Hardware Assn., 
convention, Feb. 13-15, 1949, at Seattle, 
Wash. D. D. Stewart, 714 American 
Bank Bldg.. Seattle 4. secretary. 

North Dakota’ Retail Hardware 
Assn., convention and exhibit, March 
22-24, 1949, at Fargo. Headquarters, 
Gardner Hotel: exhibit, Auditorium. 
Miss Clarine Sherwood, 24 Clifford 
Bldg.. Grand Forks, is secretary. 

Northern Wholesale Hardware 
Co., annual dealer meeting will be held 
in February, 1949, at company head 
quarters, 805 N. W. Glisan St., Portland 
9, Ore. Thomas L. Willis, president. 

Ohio Hardware Assn., convention 
and exhibit, Feb. 8-10, 1949, at Cleve 
land, Ohio. Headquarters. Statler Ho 
tel: exhibit, Public Auditorium. John 
P. Conklin, 198 So. High St... Colum 
bus, is secretary. 

Oklahoma Hardware and Imple 
nent Assn.. convention and exhibit 
Feb. 1-3, 1949, at Oklahoma City. Head 
quarters and exhibit at Municipal Audi 
torium. Robert K. Thomas, 711 Wright 
Bldg., Oklahoma City 

Panhandle Hardware and Implement 
\ssn.. convention, Feb. 13-15, 1919, at 
Amarillo, Tex. Mrs. CC. L. Thompson, 


Canvon, Tex., executive secretary. 


2, is secretary 


Pennsylvania and Atlantic Sea- 
board Hdwe. Assn., convention and 
exhibit. Feb. 28-March 3, 1949, at Bal- 
timore. Hotel headquarters, Lord Bal 
timore: exhibit Sth Regiment Armory 
W. Glenn Pearce. 100 No. Broad St.. 
Philadelphia 30, Pa.. secretary. 

Southern California Retail Hard 
sare Assn.. convention and exhibit, Feb. 
9.94. 1949, at Longe Beach. He rqual 
ters, Wilton Hotel: exhibit. Municipal 
Auditorium \. C. Kammeier, 416 W. 
8th St., Los Angeles 14. is secretary 

South Dakota’ Retail Hardware 


Assn.. convention and exhibit, March 


15-17, 1949, at Sioux Falls, S. D. Head 
quarters, Cataract Hotel: exhibit, Coli 
1948 





AN AMAZING <IQUID WOOD SWELLER 


CHAIR-LOC 


17 ev (|( TIGHT LOOSE FURNITURE 


dealers-sEND FOR FREE SAMPLE 
THE CHAIR-LOC COMPANY, Freeport, N.Y. 








A 


“IT SWINGS 


> 


\y iT SPINS 


T O&, 125 


95% OF 
ALL CORD 
SET TROUBLES 
A BIG VOLUME, FAST MOVING 
LONG PROFIT SPECIALTY! 
Eliminates 95% of all cord set troubles. 
Wireless swivel plug keeps cord from 
heat of electric iron, eliminates cord 
chaffing, twisting — no broken wires, 
mo shocks, no inconvenience. Fines? 
quality cord. Two smartly styled 
models, two price ranges. A proven 


seller. Women who see it will try 
it; women who try it will love it. 
FREE DISPLAY CARD = 
Holds one WRIST ACTION oad oe 
set, and illustrates unique , e 
swivel action. See your job- orl PF 
ber or write direct for com- 


<= 


plete details and prices. 


DAVIS Mfg. Company 


PLANO 1, ILLINOIS 
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It will pay you 
to send your inquiries 


to STEWART 


x ou 
tails and pay ¥ 


e We handle all de - dba 
toc e 
mmission. You carry no $ vs al 
or Write for catalog and 
ri 

no money- ad 

if with the Stew? 
yourse . 

h 
S fs nd. z 
: : Pa ey 
r3 DK, ban if Y 





picket 
¢ many iron 

¥ poate Stewart makes- a 
—: Chain Link — 
. rds, Wire Parti- 


id Sliding 


This 
fence sty 
OTHER propucts A a 
Wire Window ts 
ect Steel Settees; Steel Foldin 
e 
soe Iron Railings 
others. 
THE STEWART IRON WORKS CO., Inc. 


1537 Stewart Block, Cincinnati 1, Ohio 
Experts in Metal Fabrications since 1886 


tio 
Gates; 








FOR PUBLIC WORKS, UTILITIES, FARMS 
ORDER FROM YouR sosBER EMBURY MFG. CO., WARSAW, N.Y. 








seum. F. J. 


retary. 


Hodoval, Ft. Pierre, sec- 
Southern Wholesale Hardware 
Assn., 58th annual convention to be 
held jointly with the 96th semi-annual 
convention of the American Hard- 
ware Manufacturers’ Assn., at the 
Palm Beach 
Fla., April 4-7, 
Orlando, Fla., 
salers’ 
Faubel, 
City 17, 
turers’ association. 


Biltmore, Palm Beach, 
1949. T. W. McAllister, 
is secretary of the whole- 
association. Dr. Arthur L. 
342 Madison Ave., New York 
is secretary of the manufac- 


Tennessee Retail Hardware Assn., 
convention, Feb. 21-22, 1949, at the Ho- 
tel Peabody, Morris Jones, 


P. O. Box 784, Nashville, is secretary. 


Memphis. 


Texas Hardware and Implement 
Assn., convention and exhibit, Feb. 7-9, 
1949, at Dallas. Hotel headquarters, 
Baker Hotel; exhibit, Adolphus and 
Baker Hotels. R. M. Souder, 814-15 
Texas Bank Bldg., Dallas, is association 
secretary. 

Triple Mill Supply convention, 
1949, at Cleveland, Ohio. 


Conference booth program at Cleveland 


April 25-27, 
Auditorium. associations 
are: American Supply & Machinery 
napoatirged Assn., general manager. 

. Kennedy ane, 1108 Clark Bldg., 
ecu 22, Pa.; National Supply & 
Machinery Distributors’ Assn., secretary- 
treasurer, Henry R. Rinehart, 505 Arch 
St., Philadelphia 6; Southern Supply & 


Sponsoring 


Machinery Distributors’ Assn., secretary- 
treasurer, E. L. Pugh, 712 Volunteer 
Bldg., Atlanta 3, ¢ 


Virginia Retail Hardware Assn., con- 
vention and exhibit, Feb. 22-24, 1949, at 
Roanoke. Headquarters, Hotel Roanoke; 
exhibit, American Legion Auditorium. 
G. T. Omohundro, Jr., Scottsville, sec- 
retary. 

Western Retail 
Hardware Assn., convention and ex- 
hibit, Jan. 18-20, 1949, at Kansas City, 
Mo. Headquarters, Hotel President; ex- 
hibit, Municipal Auditorium. William 
J. Shaw, 224 Rialto Bldg., Kansas City 
6, is secretary. 


Implement and 


West Virginia Hardware Assn., con- 
vention and exhibit, Feb. 17-19, 1949, 
at the Hotel West Virginian, Bluefield. 
Fielding, 1628 McClung St., 


Charleston 2, is association secretary. 


James C. 


Wisco annual merchandising school 
and sales show, Jan. 10-12, 1949, at com- 
pany headquarters, 15 So. Brearly St., 
Madison, Wis. Sponsored by the Wisco 
Hardware Co. 

Wisconsin Retail Hardware Assn., 
convention and exhibit, Feb. 1-3, 1949, 
at Milwaukee. Headquai:. +s, Hotel 
exhibit, Milwaukee Audi- 
torium. H. A. Stevens Point, 
Wis., is secretary. 


Schroeder: 


Lewis, 


A fable! 


yat 
Vo SKOTCH 


| WOOD JOINERS 


Order from your Jobber or write for detasls 


| SUPERIOR FASTENER COPP., 
2949 ELSTON AVE.. CHICAGO 18, ILL. 





TERRACE 
HOUSEHOLD 
STEP LADDERS 
BEST QUALITY 


Made of selected kiln- 
dried stock only. 
Now Available 

TERRACE WOOD PRODUCTS CO. 


113 Elizabeth Avenue 
Elizabeth 1, N. J. 











TROY 
BEST 


FILE HANDLE. Aseures better workmanship end 
safety to user. Kt can’t split. 














FILE CARD—cleans files, taps and dies quickly and 
thoroughly. 
HOG SCRAPERS —{ ingle or double ed 














TROY ae bE WORKS 
Troy, Est: N.Y. 
ALL ALUMINUM 6ftRULE 
Unconditionally 
Guaranteed 


Here is a NEW ond BET 
TER Rule of ALL ALU- 
MINUM construction. 
Reinforced with Machine 
Grass Hinges and held 
together by Mach ine 
Brass Rivets .. . Nu 
merals embossed and tne. 
quered for permanent 
DER THROUGH legibility. 
ORDE 

YOUR JOBBER Ideal 
Guaranteed for a life- 





for Carpenters, 
Builders, Engineers, 
Architects and Plumbers 


time. Write for eireular 


STELLAR TOOL & MFG. CO., vail 


93-34 170 Street, Jomaice, L. 


Over a Million Sold in 1948 


ALL-METAL 


COOKIE PRESS and 
CAKE DECORATOR SET 


Nickel Steel, 8 design 
discs, 4 decorator tips, 1 
nozz'c. Makes 16 different 
cookies. noodles. Decorates 
cakes 14 pieces in de 

tive box with recipes. See 













your jobber, or write or 
wire for details. 


Chicage Housewares Show, Booth 302 





| BUY BONDS 
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RGPE - BINDER TW 
BALER TWINE 
TYING TWINF 


THE ROPE YOU CAN TRUST 








BECAUSE IT IS ENGINEERED FOR YOUR JOB 





INE 


Your best customer 


¢ The man with an inquisitive, exploring, inventive mind. 

¢ The man who uses his head and hands to create and improve. 

e The man who never forgets that it takes good tools and hard- 
ware to do a good job. 

e The man who keeps coming back to buy something new he 
needs for a building or repair job 


| The 4% MILLION readers of Popular Mechanics are men 
just like that. And every month we’re using a full page 
in color to remind them that BRANDED tools and hard 
ware--bought at the HARDWARE store— are BEST. 


Watch for these ads in every issue of 





POPULAR MECHANICS 





TERRIFIC 


rugged construction 
ern design—no bolt, 
one piece welded 
construction. 7” Por 
celain steel burner 
base. 


Model 9H with 9" 
burner ...... $28 
Model 26H with 2 
6" burners ...$30 











The Heater You've Waited For 


VALUE 


Barridon PORCELAIN Heaters fa- 


mous for performance, beauty and 


Beautiful mod- 


ONLY 


$25 


F.0.B. Hartford 


Model 7H 


BARRIDON 


OIL BURNER PRODUCTS CORP. 


1427 Park St., Hartford 1, Conn. 









/ 







“SEAL RITE, Jr.” 


Full Size, All-Steel |. 
Caulking Gun - - - $2.00 (List) 


For the first time an all-steel caulking gun at such a low price! 


A full size gun—9" barrel. Cadmium finish. Ratchet type. For bulk 
or cartridges—any standard make. A gun that every home owner 








| and renter can afford. 

SEAL RITE CAULKING CO., Inc. 
LOS ANGELES 44, CALIF. DETROIT 21, MICH. BROOKLYN 22, N. Y. 
6001 So. Gramercy Place 6335 Lyndon 192 Green St. 








Size 22”x161/,"x33'/,” 











® sales 


with this important work. It 


Write today. 





® presentation 
T ® promotion 
P ®@ distribution 


for PRODUCTS OF MERIT 


Tru-Test is helping other manufacturers 


can help 


you, too. Now is the time to investigate. 


TRU-TEST oaces & Company 


650 SOUTH CLARK STREET ¢ CHICAGO §, ILLINOIS 









STEEL FENCE POSTS 


"U" flanged posts with 
self-fastening lugs. H 
No Staples Required (| 
Attractive Dealer prices and delivery dates [4 
furnished upon request. i 
Manufactured by 


RUDOLPH POULTRY EQUIPMENT CO. 
Vineland, N. J. 



























washer life. Perfect 


WASHER 


PERFECTION floating WASHER 


Washer profits go up with Per- 
fection floating Washers. Engineered 
to eliminate friction and prolong 


water seal is 


assured. The floating washer stops 


STOPS PROFITS faucet drip...ends water weste. 
WASHER 5 Available in %", %” and 2” 
TROUBLES 1 C sizes. Order through wholesale 

hardware jobbers. 


PERFECTION wentye CO. 


2558 East 93rd Street Cleve 
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and 4, Ohio 





BRUSHES 

Touch-Up Bronzing 
Marking Varnishing 

Enameling Lacquering 










Send for Descriptive Folder. 
Order from your Jobber 464 WEST 34h STREET NEW YORK | NEW YORK 
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Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum, 


Positions Wanted 





BO Wend. «<<ccs $5.00 
Each additional word......... -10 


(Special Rate) set solid, maximum, 
| TO WEEE. 6 vcaccivereCusntocevvess .00 
Each additional word......... 05 














*BOXED DISPLAY RATES 
$8.00 Per Column Inch 





Cuts or special borders not allowed. 
*DISCOUNTS FOR BOXED DISPLAY ADS 
5% discount for 4 or more insertions 

No Agency Commission allowed on Clausified 
Advertising. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 


Samples of Merchandise, Literature, Catalogs, 
etc., will not be forwarded to box number 
advertisers unless accompanied by sufficient 
postage for remailing. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 15 days 
previous to date of publication, 


Address your correspondence and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
100 East 42nd St., New York 17, N. Y. 














Allow Seven Words for Keyed Address 
or Your Address 











Help Wanted 





~] (Sales Representatives Wanted | Sales Representatives Wanted | 





NATIONALLY KNOWN PLUMBING SPE 
CIALTY DISTRIBUTING CONCERN, | serv 
ing tl plumber and etail hardware market 
needs Exs verienced Men for decentralization and 
expansion program. Addre Box M-647, care of 
Harpwarr Act ) East 42nd St., New York 


BUILDERS HARDWARE MAN, EXPERI 
ENCED, Able to Assume Management Responsi 


bilitic in practically new business located in 
thriving Southwest territory Agencies alread 
established with leading manufacturers, Good Sal 


iry also profit 
care of 7 ARE AGE, 
Your 17, N.Y 


percentage, Address Box M-65 
100 East 42nd St., New 





[Sales Representatives Wanted | 


PLUMBING SPECIALTY FIRM IN NEW 
YORK CITY has Various Territories Open for 
Representatives to sell to Hardware and Plumbing 
Supply Jobbers. Akron Supply Co., Inc., 315-317 
Stanton Street, New York 2, N. Y. 








MFR'S. mpepabidl nequennnd 





ferritories available for repre n on commission 
basis by leading electrica nif wterer of E lectrical 
Wiring Device ast moving poptcar items at cor 
petitiv market prices. Must be thoroughly exper 
enced elling to electrical whociesale obber Send 
full letails 


Box M-649, care 
100 East 42nd St., 


HARDWARE AGE 
New York 17, N. Y. 














OPPORTUNITY FOR 
EXPERIENCED WHOLESALE 
HARDWARE SALES 
REPRESENTATIVE 


Due to a sudden death, we have a good 
opening for such a man. The territory is 
the Western Pennsylvania Counties of 
Westmoreland, Somerset and Indiana 
Earnings potential unlimited. Your replies 
will be considered strictly confidential. 


J. A. WILLIAMS COMPANY 


40! AMBERSON AVE. PITTSBURGH 6, PA. 
Tel. MU-5500 








WANTED — MANUFACTURER’S AGENTS 
CALLING ON BUILDERS’ HARDWARE 
CONTRACT DEALERS AND LUMBER 
YARDS to sell established line of Casement and 
Storm Sash Hardware. Much good territory open. 
Address Box M-575, care of Harpware Acez, 100 
East 42nd St., New York 17, N. Y 


SALES REPRESENTATIVES WANTED— 
OLD ESTABLISHED NATIONALLY KNOWN 
MANUFACTURER of Builders Hardware is now 
readjusting territories and representation. Will 
reate openings for several experienced repre 
sentatives who have good following and under 
stand builders hardware. State lines now carried, 


type of trade covered and territory. Address 
‘tox M-610, care of Harpware AGe, 100 East 
i?nd St., New York 17, N. Y. 

SALES REPRESENTATIVES FOR ALL 
STATES WEST OF MISSISSIPPI RIVER 


Must be qualified to obtain business. Exclusive 
territory. Electric Fence Controllers, Underwrit 
ers Approved, also related products. Excellent side 
ine for energetic salesmen calling on retail trade; 
ardware, electric, feed stores, farm supplies, etc. 
Please submit personal qualifications, references 
ind late photo, if possible. Address Box M-625, 
ire of Harpware Acer, 100 East 42nd St., Nev 
Sigh Nin Pigs eat 





SALES REPRESENTATIVES WANTED 
MUST HAVE FOLLOWING AMONG HARD- 
WARE TRADE TO SELL LINE OF PAINT AND 
HOUSEHOLD BRUSHE2 ON 10% COMMIS- 
SION. SEVERAL TERRITORIES OPEN. WRITE 
STATING EXPERIENCE 


CRAFTSMAN BRUSH CO. 
12 WAVERLY PLACE NEW YORK 3, N. Y l 








SALESMEN WANTED CALLING ON 
HARDWARE SPORTING GOODS, TOY 
AND DEP \RTME N1 STORES Exclusive 
territory open in all ts of | Ss Our line | 

Saseball Gloves, Baset ills, Bats, Softball | 
Equipment, ete., is very popular and medium 
priced Can be carried as side line Good prop 
sition Advise territor vered Address Box 
M-668, care of Harpwar Ack, 100 East 42nd 


St., New York 17, N. ¥ 





SALES REPRESENTATIVE 
WANTED 


Line ot Ha Pool Builice 
t ories t Jobt 





d ivise territory 

replying 

Address Box M-648, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 








SIDELINE SALESMEN TO HARDWARE 





VARIETY AND SPORTS STORES for Sen 
sational Pocket Size Ice Skate Shary At 
tractively packaged one dozen to a 1 r dis 
play box hesnnier from our mail order campaig 
Excellent mmission paid on original 1 rm 
peat orde rs. Write or wire today to Beta Prod 
uct C 75-02 Juniy Vall Road, Middle Vil 
| lage ® \ 

SIDELINE SALESMEN WANTED BY A 
M ANUFACTURER of one-cell key chain flash 

ght, and two-cell penlight, to call on drug, hard 


ware, novelty, tobacco, auto supply jobbers, anc 
department stores Liberal commissions Ad 
dress Box M-662, care of Harnoware Ace, 100 


East 42nd St., New York 17, N 





SIDELINE SALESMEN 
LARGE HARDWARE 
and Furniture Manufacturers. 
ing. Selling dry glue. Territories 
Hampshire, Vermont, Massachusetts, 
and Connecticut, also Virginia, West 
North Carolina, South Carolina, 
Georgia. No application considered 
information given in reply. Address 


STORES, 
Must have follow 
Maine, 
Virginia, 


unless ful 


CALLING ON 
Woodworkers 


New 
Rhode Island 


Kentucky and 


1 


Box M-631, 

















care of Harpware Ace, 100 East 42nd St., New 
York 17, N. Y 
_0 SELL BULK WOOD SCREWS 
rial l ; “p Bg Banco € e itt ined h. or 
li int Large stocks on hand for immediate de- 
i Regular Standard Slotted Heads and Phillip 
head brass, steel, and plated firis! 
TOLEDO SCREW CORP. 
24 Ludlow Street New York 2, N. Y. 
| 
WANTED 
Manufacturer's representatives for following 
rritories 
(1) Ohio, Indiana and Michigan 


(2) Virginia, West Virginia, The Carolinas 
ationally know 
hand tools (to jobbers or 


n, nationally advertised line of 


y). Write complete full 


Tans 


FULLER TOOL CO., 
911 Faile St., 


INC. 
Bronx 59, N. Y. 
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Classthied Opportunilien. Section... 








(Sales Representatives Wanted | [Sales Representakives Wanted; [Sales Representatives Wanted | 








REPRESENTATIVES 
WANTED BY 


IMPORTER 
ro SELL HIGH CLASS IMPORTED KITCHEN 
BUTCHER KNIVES, ETC. TO THE RETAIL 
TRADE. All. TERRITORIES OVEN. 1 HAVE 


THE EXCLUSIVE 

MANUFACTURER 

Address Box M-663, care of HARDWARE AGE 
100 East 42nd St.. New York 17, N. Y 


AGENCY OF \ FOREIGN 











MANUFACTURERS AGENTS AND REP 
RESENTATIVES WANTED calling on Whok 
sale and Retail Hardware, Housefurnisl 
Chain, Variety and Sporting Goods Stor 


tected territories, competitive price line t qu 
ity Leather Belting, Dog Furnishings, V-Belts 
und = Rubber selting Sideline s aan cor 
sidered Liberal commissions Address Pent 
well Compan 10) Lafayette Street. Ne \ 
= 


ED SALESMEN WITH LUMBER 
FOLLOWING to sell Approved Line 
ished Wood Kitchen Cabinets. Part and 
full time men desired Excellent opportunity 
State full qualifications Address Pox M-664 
ire of Haroware Acer, 190 East 42nd St., New 
York 17 y. 3 


WANTED SALESMEN CALLING ON HARD 


WARE AND HOUSE FU URNISHING STORES 
in the following territories: Texas, Louisiana, 
Missouri, Arkansas, Kansas and Oklahoma. Ex- 


ellent Item. Shipping out of Fort Worth, Texas 
Commission basis. Address Box M-640, care of 
Harpware Ace, 100 East 42nd St., New York 
17 NY 





CUTLERY PROFITABLI ADDITLO <Al 
LINES AVAILABLE to” experienced -cutler 
en selling to retailers. Sales of our quality an 
pular priced lines will augment your incom 
Liberal commission Cutlery manufacturers rep 
esentatives preferred Need not compete wit! 
our present lines Many territories availabk 
now Renlies confidential Address Rox M-6¢ 
care of Harpware Acr, 100 East 42nd S N 
fork 17, N. ¥ 
extra Mor maker for men now calling on Dey 
nent Stores, Hardware, and House Furnist Stor 
ind Distributors, to sell new Spa Saver Ke frigerat« 
Sets Well-rated company; ite: \ " 
ulvertised Al! territories on 
Address Box M-652, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y 














SPORTING GOODS 


SALESMEN 


Old established New York concern wants ex- 
perienced men with following calling on retail 
chain, department store, etc., to carry com- 
plete popular ey aa Can be carried with 
non-conflicting side 
BASEBALL— FOOTBALL —-BOXING—BASKETBALL, ETC. 
Territories open—Upper New York State, Pa., 
N. J., N. E., Southern States and Mid-West 
Manufacturers’ representatives in various cities 
also wanted. This fast selling line packs tre- 
mendous earning potential, depending on your 
own ability 

DRAWING AGAINST COMMISSION 


KK ine ily ive full particular ar 


OLYMPIC ‘SPORTING GOODS C0., INC. 
598 BROADWAY NEW YORK 12, N. Y 














ROPE SALESMEN, MANILA ROPE— 

SAL ROPE. Long established trade necessary 
Sideline. Write fully giving references. Address 
Box M-607, care of Harpware Ace, 100 East 
42nd St., New York 17, N. Y 


SALESMEN WANTED REPRESENTA 


LIVES CALLING ON Paint, Hardwa Ilo 
vare, Lumber and Building Supply Dealers 2 
lusive territories; dealer aids mniissior Ou 
Liquid Paint Brush Cleaner, cleans | 

ire “Hard as a Brick’’; can be used over and over 
igain and is non-inftlammablk Th roughly market 
ested; steady seller; excellent repeater Address 
Box M-656, care of IlArpWarre A 100 East 4 


: New Yor i 


SALESMEN gad a OON oo a \RI 


STATIONERY OR \ Rit \ STOR} 
WHOLESALERS OR JOBRERS. Excellent 
ell-established non-competitiy ialty lock 
locksmith supplies. Repeat orders, Var 2 
t tories open in | S. and Canad eS 
stat tv] 1 trad te it vy cover 
nes n ndle Addr Box M-64 
HT ay \ \ 100 Fast 4 St. N \ 
a 


BUILDERS 
WANTED 
n ol 


HARDWARE SALESMAN 
FOR A MID-WEST TERRITORY, 
established nationally known manuf 
i full line of Locks and Builders H rd 





Must be qualified to work with Architects 
Contract Builders Hardware Distributor ind 
Tobbers Salary with all traveling expenses 


Replies held in strict confidence , 
\l-667, care of HARpwari AcE, 1 East 42nd 
St.. New York 17, N. Y¥ 


SALESMEN COVERING RETAIL DEAT 
ray re 


ERS WANTED by Well = tablished Ha 
lesaler planning reorganization and ey 
nsion of present sales force. Many territoric 
U. S. still onen Non-conflicting sideline 
i he irried along Our representative re 
ve benefits of monthly mail order campaigns 
RDWAR AGF 


Write to Rox M-657, care of H 


Q \ 
East 42nd St., New York 17, N. Y¥ 





SALESMEN, WANTED BY LARGE WELL 
ESTABLISHED NEW YORK WHOLESALE 
HOUSE to cover retail hardware trade. Terri- 
tories open in entire United States. Write giving 

irticulars and territory you cover. Commission 














basis, no objection to non-conflicting side lines 
Cy Weiland, Inc., 149 Chambers Street, New 
York 7, N. Y 
NATIONALLY KNOWN MANUFACTURER 
DESIRES SALESMEN, IN ALL TERRITORIES, 
ail on hardware dealers and department 
: é a s¢ new underground lawn 
nkl em that ret ess than $50.00. Or 
smer » sell direct to dealers will be considered 
= ssion——-exciusive territory product 
1g 1 r State age, experience territ ry de- 
ired, lines n ow carrie i, and references, in t reply 
Address Box M-627, care of HARDWARE Ra 
100 East 42nd St.. New York 17, N. 











HARDWARE AND CEPARTENT | STORE 


s i n line of Brass Fireplace 
Fissures \ excepti al opportunity for men whe 
ive fol vit n are furniture and depart 
’ M be ma lin ( 1 ! 
isi I ye Ne York Sta New Er 

Midd s est, N st, Gulf State New 


SHEFFIELD MANUFACTURING CO 


119 West 25th Street New York, N. Y. 








WANTED 
SALESMEN 








illing on Hardware & Housefurnishing Stores in 
the following territories Arizona, New Mexi 
Colorado, Utah, Nevada and California Excellent 
tem. Shipping out of Phoenix, Arizona Yommission 
sasis 


Address Box M-639, care of gs eg AGE 
100 East 42nd St., New York 17, N 

















SALESMEN WANTED 


established well rated manufac 


ither DOG COT 


Ry a long 
of a complete line of bk 
HARNESSES, etc Opportunit 
calling on retail 
Protected territor 


urer 
LARS for ex 
perienced men 
variety stores 


hardware and 
liberal com 
mission 
Address Box M-653, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y 











nt Accounts Wanted | 





‘ SOUTHERN MANUFAC 
NT—LINES tc ell to Hard 
Wholesalers Maryland, Dis 
Virginia Nort! ind 
irolina, Georgia, Florida, Alabama, Mississippi, 
lrennessee West Virginia, Kentux 


nnati, Ohio Best reference, 18 ars’ expe 


WANTED B 
rURERS’ AGE 
vare and Paint 
rict f Columbia, 


> 1 } $ 000 \ddres 
c resent annual sales $1 0, Act 3 


Box M-659 re of Harpware Aer, 1 East 


1 St., New York 17, N. ‘ 





TEXAS AREA 


HOUSTON'S MOST PROGRESSIVE JOB- 
BING DISTRIBUTOR ESTABLISHING NEW 
LINES FOR REPRESENTATION. 
WRITE 601! KIRBY DRIVE 
HOUSTON 5, TEXAS 








BUILDERS' HARDWARE 
MANUFACTURERS 


If you are seeking aggressive and intelli 
gent representation for your products in the 
State of Calitornia, we suggest you contact 
us. Two Builders’ Hardware Men with 50 
years’ combined experience, forming Sales 
Company with Office in Los Angeles. We 
desire Lock Line for Contract and Jobbing 
Outlets, also Butt and Hinge Line, Cabinet 
Hardware, Panic Bolts and other related 
Miscelianeous Items, on commission basis 
Wide acquaintance with Jobbers, Contract 
Concerns and Architects 


Address Box M-65 care of HARDWARE AGE 
i00 East 42nd Sireet, New York 17, N. Y 











(Classified Opportunities continued on page 96) 
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i fecounts Wanted } 


[ —s Accounts Wanted } 





[ Business Oppovtunitien | 








NATIONAL DISTRIBUTORS 
Established—Reliable Aggressive 
ANCO CORPORATION Pittsburgh 22, Pa. 
Branch Offices 
New York @ Philadelphia @ Detroit 
Cleveland @ Louisville 
Covering all classes of jobbers. We will carry 

the accounts or you can bill direct. 
Write for further information and references. 











SPECIALIZED, EXPERIENCED 
EXPORT MERCHANTS OFFER 
EXPORT DISTRIBUTION 
We develop and push the foreign sales of your 
product, handle all difficult paper-work, pay you cash, 
relieve you of expense and headaches. Annual turnover 

$1,500,000. References and details on inquiry. 
KURT ORBAN CO., INC. 
Exporters Purchasing Agents 
21 West Street New York, N. Y. 














SOUTHEASTERN STATES 


Agents. Established 1926. 
Cover trade 4 times yearly 
Inquiries invited. 


McCUTCHEN-SIMPSON, INC. 
9822 N. E. 2nd Avenue Miami 38, Florida 


Manufacturer’s 
Staff of 5 men. 
Commission basis. 

















ESTABLISHED REPRESENTATIVES 
FOR TWENTY-FIVE YEARS 


are interested in representing one or two more well 
rated manufacturers, of hardware and builders hard- 
ware, to be sold to the hardware trade on a commis- 
sion basis. Our volume must be increased for 1949. 
Territory Pennsylvania, New Jersey, Delaware, Mary- 
land and District of Columbia. 
Address Box M-644, care of HARDWARE ae 
100 East 42nd Street, New York 17, N. Y. 














LINE WANTED. ESTABLISHED REPRE 


SENTATIVE IN OKLAHOMA can handle 
Another Good Hardware or Houseware Line, 
or Item with substantial volume potential. Now 


calling on over 300 hardware and houseware 
dealers every sixty days, must have exclusive 
for the State. Commission basis only. Address 


Box M-658, care of Harpware Ace, 100 
42nd St., New York 17, N. Y 





WHOLESALE DISTRIBUTOR LOCATED 
IN NEW YORK but doing national distribution 
is locking for Additional Allied Lines. Now 
handling mostly cutlery, we are selling to hard 
ware—sporting goods—War Surplus Stores, etc. 
We buy for own account, therefore we can only 
consider offers from principals. 
references. Address Box M-660, 
wARE AGE, 100 East 42nd St., 
N A 


care of Harp- 
New York 17, 





ALLIED PRODUCTS 
planning a nationwide, house to house selling 
campaign of our Garden Tool. To make this 
selling campaign more effective and profitable to 
the manufacturer and the agent, we plan to 


WANTED—We are 


market a Garden Tool Kit and seek allied lines 
to create this kit Manufacturers interested, 
please write to Box M-665, care of Harpwarr 
Ace, 100 East 42nd St., New York 17, N. Y. 





ESTABLISHED 


TURER’S SALES AGENT DESIRES ADDI 
TIONAL LINES, builder’s hardware, tools, 
housewares, cutlery, etc Straight commission. 
Contacting hardware jobbers, contract hardware 
dealers, lumber companies, chain and department 


stores. Full coverage assured, References tur- 
nished. Address Box M-666, care of Harpware 
Ace, 100 East 42nd St., New York 17, N. Y. 


96 


| tory regularly and will send you business the first 
| day out if connection is made. 


| 


| ing and Selling hardware, 


} 
| 





East 


| ABRASIVE MANUFACTURER WANTS SIT- 


Excellent credit | 


MINNESOTA MANUFAC. | 


lished fifty years; $30,000 stock; fine for part- 

| ners; health compels quick sale; price reasonable. 
The Apple Co., Brokers, 1836 Euclid Ave., Cleve- 
land 15, Ohio. 


| 


| experienced as outside salesman, 








ESTABLISHED MANUFACTURERS REP- 
RESENTATIVE WITH SEVERAL HUN. 
DRED PRODUCING CONTACTS, wishes 


Items including Work Gloves and Glassware, for 
department, chain, drug stores and jobbers in 
the States of Michigan, Ohio and Indiana. Earl 
Morgan, 1415 Glynn Court, Detroit 6, Michigan. 








I AM SELLING ONE (ONLY) EASTERN 
MANUFACTURER’S LINE to the Retail Hard- 
ware Trade in the States of Oregon, Washington, 
Idaho and Northern California. Make the terri- 


Sample or catalog 
requested. Address W. M. Clark, P. O. Box 


2248, Portland 14, Oregon. 








[Positions Wanted | 


POSITION WANTED, HAVE OVER 20 
YEARS’ EXPERIENCE in Buying, Merchandis- 
tools, paints, electrical 
and housefurnishings. Also 
Have a car and 








and plumbing supplies 


can give best references and security. Address 
Box M-646, care of Harpware AcE, 100 East 
42nd St., New York 17, N. Y. | 


RETIRED SALESMAN FOR A NATIONAL 


UATION selling to Hardware, Mill and Mine | 
Supply Jobbers and Dealers in Arizona and | 
Southern California. Ldrge acquaintance and | 


good standing in trade. Perfect health. Have car. | 





WELL ESTABLISHED BUSINESS 


FOR SALE 
After 27 years I desire to retire. Will sell for 
inventory approx. $44,000. Well known, good 


paying wholesale and retail business, consisting 
of Precision Tools, Hand Tools and Power 
Tools. Full details on reuest. 


DESSIL TOOL & SUPPLY CO. 














1401 E. 9th St. Cleveland 14, Ohio 

WANTED — HARDWARE STORE IN 
METROPOLITAN AREA, preferably carrying 
Hardware, Paints and Housefurnishings. Write 
full information in first letter: Price, location, 
length of lease, rental, gross business, principals 
only. Address all replies to Mr. R. F. Berkowitz, 


1242 Wheeler Avenue, Bronx 59, N. Y. 





OPPORTUNTIES IN MANY COMMUN 
TIES FOR THE PURINA FRANCHASE — 
Purina Chows for livestock and poultry, sanita 
tion products, farm supplies under Checkerboard 
label, rural America’s best known trademark. 
Find out what being a Purina Dealer can mean 
to you. Write Dept. C., Ralston Purina Co., 
2505 Checkerboard Square, St. Louis 2, Mo. 


FOR SALE: GENERAL HARDWARE BUS 
INESS GROSSING OVER $300,000, Located 


Atlantic Seaboard in Florida. Principals retiring. 





Lon Worth Crow Co., 19 West Flagler St., #510, 
Miami 32, Florida. 

FOR SALE, WHOLESALE HEAVY HARD 
WARE SUPPLY COMPANY, located in South- 
ern Indiana. Distributors of pipe, valves, fittings, 
plumbing fixtures and supplies, bolts, chain, etc 
Can be purchased for approx. $100,000.00. Reply 
to Box M-651, care of Harpware Ace, 100 East 





| 42nd St., New York 17, N. Y 
FOR SALE—HARDWARE DEPARTMENT 
STORE on Central East Coast of Florida, doing 


What have you to offer. 
339 W. Portland St., 


Will furnish references. 
Address H. E. Kulle, 


Phoenix, Arizona 





| Basiness Opporvtunitien | 





HARDWARE — APPLIANCES. SALES 
$200,000 year, attractive two-story brick 46 x 
135; modern equipped; $60,000 stock; hardware 
appliances; farm supplies, plumbing; he ating; 
franchise for nationally known items; employ 
seven; excellent location; busy Indiana County 
seat; priced for quick sale, excellent opportunity 
The Apple Company, Brokers, 183u Euclid Ave., 
Cleveland 15, Ohio 


APPLIANCES. 
can increase; complete line; 
hardware franchise; many top line electrical 
appliances; modern equipped store 21 x 120; 
business center Pennsylvania city of 5,500; estab- 


HARDWARE ELECTRIC 


SALES 


$6,000, 





| AGE, 


over $300.000. Two Story 
Real Estate and Fixtures ap 
Stock approximately $50,000 
Owner wishes to retire 
of Harpware Ace, 100 
N. Y 


annual business of 
Bldg. 50 x 140 

praised at $62,000. 
All cash not necessary. 
Address Box M-629 care 
East 42nd St., New York 17, 





FOR SALE— CLOSEOUT — ABOUT 2000 

CASES DIDIT (24 pint bottles each) a 5% DDT 
product; label bears Good Housekeeping Seal and 
NYC Fire Department approval; contains Py- 
rethreum and Bayol-D (Standard Oil); an ex 
cellent product in a good looking package; now 
warehoused Mid-west; priced for quick sale; make 
offer. Address Box M-633, care of HARDWARI 
100 East 42nd St., New York 17, N. Y 





A SUCCESSFUL HARDWARE, ELEC 
TRIC AND HOUSEHOLD EQUIPMENT 
BUSINESS operating several stores in Western 
Pennsylvania for over 50 years desires to sell 


because of age of the principal owner. Complete 
modern stock; no indebtedness; 1947 sales were 
over $475, 000. 00; Principal owner will accept 


mortgage on buildings, rent or sell buildings with 
business. Reply Box M-595, care of Harpware 
Ace, 100 East 42nd St., New York 17, N. Y. 


HARDWARE AGE, DECEMBER 30, 1948 
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Oudex So Adwentinerns 





A Maurey Mfg. Co. ... 60 
Advance Pump Co. ... 81 | McGill Metal Products Co. 88 
Akron Products Co. ......... 65 | Mechanix Illustrated . 4 
American Grease Stick Co... 63 Metal Ware Corp. ... 6! 
American Import Co. ......... 79 | Metaloid Co., The ... 78 
Asquith Associates ............ . 82] Midland Industries .... el 
Atlas Nail Co. .. 79 | Miller, Inc., Robert E. .. 97 
Minute Mop Co. 89 
Mit-Shel Stamping Mfg. Co. 49 
B Moline Iron Works ... 70 
Barridon Oil Burner Products, Inc. 93| Myers & Bro. Co., F. E. . 87 
Barry Paint Co. .. 59 
Bassick Co., The ....... : A 
Better Homes & Gardens . 6 N 
Blackstone Corp. ...... 47 | National Enameling & Stpg. Co. 100 
Burns Mfg. Co. ...... 89 | National Mfg. Co. : 88 
National Metal Products. Co. 53 
Nicholson File Co. 18 
c Norcross & Sons, C. S. 83 
Chair-Loc Co. ........ 91 
Chattanooga erncmnel & Mfg. 
Mt Svesseevkeedss ° 
a | le Mfg. Co. fi = Owens-Corning Fibreglas Corp. 13 
Club Aluminum Products Co. .... 12 
Colonial Brush Mfg. Co., Inc. ... 69 P 
Columbus-McKinnon Chain Corp. 72 Pesstens Pump Ole. food Maly. 
Congress Die Casting Div. . 87 
Consumers Glue Co. % Chem. oP -- Magis . = 
" Perfection Automatic Machine Co. 93 
Corbin, P. & F. ... 51 
Crescent Bronze Powder Co 8 Plymouth Cordage Co. “hits on 
: Popular Mechanics Magazine 93 
D 
Davis Mfg. Co. ... 91 
Diamond Calk Horseshoe Co. 73 | Quam-Nichols Co. 89 
Domes of Silence ............. , 7 
du Pont de Nemours & Co., E. |. 43 : | 
Durham Co., Donald , 82 Red Devil Tools 19 
Duro Metal Products Co. 7 Richards-Wilcox Mfg. on. 5 
Rockwood Mfg. Co. ......... 
E Rudolph Poultry Equipment Co. 
fe 79 
Eagle Industries, Inc. 55 
Embury Mfg. Co. ... 92 s 


Sager Lock Works 
Samson Cordage Works 
F Sandee Mfg. Co. ....... 
Federal Enamling & Stamping Co. 17] Schultes Level Co. ....... 
Seal Rite Caulking Co. . 
6S Shakespeare Co. . 10-11 


Gilbert Clock Co., William L. Sharon Bolt & Screw Co. 
Geldbiatt Tool Go. .......... Sheffield Bronze Paint Corp. 


Great Neck Saw Mfrs. Inc. Shopmaster, Inc. 

Griffin Mfg. Co. ........ Southington Hdwe Mfg. Co., The 
Grumbacher Inc., M. 93 | Standard Horsenail Corp. 

Stanley Tools 

Stellar Tool & Mfg. Co. 


aeas 


H Stewart Iron Works Co., Inc. 
Hancock Mfg., Inc. . 89 | Superior Fastener Corp. 
Hanson Co., Henry L. 74 
Hubbard Mfg. Co. 87 
Hull Mfg. Co. .. .. 88 T 


Templeton, Kenly & Co. 
Terrace Wood Product Co. 


| Troy File Works ... 


ideal Brass Works . 9 | Tru-Test, Division of Oakes & Co 
Illinois Glove Co. 7 | Twix Mfg. Co., Inc. 
. Vv 
K-D . eer 
me ~ pa Vital Products Mfg. Co., The 
Kay-Tite Co. ..... 9 
Kellogg Brush Mfg. Co 57 Vichek Tool Co. 
Kennametal, Inc. 84 Vollrath Co., The 
L Ww 


Lafayette Saw & Knife Co., Inc. 87| Washburn Co., The 
Lincoln Schlueter Floor Mchry. Co. 98| Werner Co., R. D 
Lockwood Hdwe. Mfg. Co. 23 
Lyon Metal Products, Inc. 





¥v 
M Yale & Towne Mfg. Co. 
Maid-O-Mist, Inc. .... 14 
Marshalltown Trowel Co. ...... 79 Zz 
Master Rule Mfg. Co., Inc. 20 | Zachman & Co. 


HARDWARE AGE, DECEMBER 30, 1948 








* Se chulles 


*Reg. U. S. Pat. 
The MODERN’ 
Precision Level 
with Pre-Adjusted 

Spirit Vials 





| e Schultes Spirit Vials are adjusted at Factory. 

Anyone can insert Vials on spot to accuracy of 1/10 of 1°, 

A great selling point to user! Eliminates bother of returning Levels to 
factory for repair. 

Interested in handling complete line? Write for details. 


CHULTES LEVEL INC 


o 
7403 GABLE e DETROIT 12, MICHIGAN 


* Schulles Level | 


*PATENTED AND PATENTS PENDING 


-wMe 
















ILLINOIS 
WORK 


GLOVES 


FOR FACTORY 
FOR FIELD 
FOR FARM 














DURO METAL PRODUCTS CO. 


2649 N. Kildare Ave., Chicago 39, lil. 


Also Makers of DURO Machine Tools 


Genui"P° NOMES 2 SILENC 
SLIDE SILENTLY - SOFTLY- SMOOTHLY 


SOc SET -15¢ SET-10c¢ SET SAVE FURNITURE 
& FLOORS-CREATE QUIET 





Nome “‘Oomes of Silence 


Rubber Cushion 


For Tile, Marble, Cement ar 
Noiseless, Sizes for meta 
chairs and all 


~ Ash yewr Jobber. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pear! St. N.Y. C. 





GOLDBLATT 
TOOLS for 


All Masonary 
Craftsmen! 


A Complete 

Line of First 

Quality Tools for 

All Masonry Trades 
IMMEDIAT 
DELIVERY 
Illustrated Catalog 
Mailed on Request 
Attractive Dealer Discounts 


1s# Choice 


of Plasterers and 
Cement Finishers 
Nationally Advertised Since 1885 
GOLDBLATT TOOL CO. 
1622 WALNUT STREET ° KANSAS CITY &. M@. 


The BIG SELLIN 


BRUSH 
CLEANER 


that REPEATS and REPEATS 


Consumers Crack Filler 
(wood putty) preferred 
by professionals and 
home craftsmen alike 
because its powder 
form stays ready to 
use— mixes with water 
—works so easily. 


Tiger Grip Li- 
noleum Paste— 
favored for use 
on wood floors 
—only a thin 
coat needed— 
no special tools 
—just a scrap of 
linoleum for a 
spreader. Y2pt., 
pt., qt, 1&5 
gal. containers. 








BECAUSE ITS 
FAR BETTER 


Proven by impartial tests of 
a nationally known Brush 
Manufacturer to be the most 
efficient brush cleaner on the 
market... has further proven 
itself as a steady repeat sales 
builder. 10¢ size—24 pkgs. in 
unit, 25¢ economy size—2 doz. 


in case. 


Consumers 
Patching Plaster 
+++ mixes white 
in cold water. 
No checking or 
shrinking. Quick 
bond to old 


General Repairing 
plaster without 


and Household Use 
sizing. In 1,242 Pi 
& 5 lb. cartons; 
2, 5, 10 & 15 lb. paper bags; 50 Ib. 
bags—100 & 300 Ib. bbls. 


ORDER FROM YOUR WHOLESALER. 


CONSUMERS GLUE CO. 


1515 N. HADLEY ST. 


ST. LOUIS 6, MO. 











MORE BRUSHES—MORE SANDPAPER—MORE TOOLS and SUPPLIES! 


It’s a Promise! You can share in 
' extra heavy profits now being made on 
home building and modernization jobs 
by owning and renting out this new 


Shetield 


aQvatiry 
PRODUCTS 


Ready to Use! 


Your customers don’t have 
to throw away old brushes 
that are stiff and hard! A 
simple application of this 
special preparation and 
even in the most stubborn 
cases, will make old brushes 
as soft and supple as new! 
Con be used over and over 
again. A fast seller—a neces- 
sity wherever paint is sold. 
Write to 


Shetticld Zrorge 
PAINT CORPORATION 
CLEVELANO 6,.OHIO 


aT 


Lincoln Speed-O-Lite 7” 
tomers eagerly PAY UP 
DAY in rentals alone. 


Besides, each rental customer 
invariably buys paint, varnish, 
filler, brushes, sandpaper, tools 
and supplies to keep your cash 
register ringing up MORE 


PROFITABLE SALES. 
Install This New Lincoln 


SPEED-O-LITE 7” 
- 7” 

Hi-Speed Rental Sander 
Take advantage of 
Easy Payment Plan which en- 
ables you to retire your invest- 
ment out of increased profits. 


Lincoln’s 


Sander. 
TO $5 


Cus- 


PER 


wi 
Ky 
Write for Proof of the Big Money 


Making Power of Speed-O-Lite 7°’ 
Time-Payments to Suit Your Needs. 


Representatives in All Principal Cities 


PLOOR MACHINERY COMPANY, inc. 
1252 WEST VAN BUREN ST., CHICAGO 7, ILLINOIS 


HARDWARE AGE, 


DECEMBER 30. 1948 








PPLIES! 
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